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Rough Proofs 


After the newspaper gang marched 
in the NRA parade in New York, 
the unanimous opinion of the spec- 
tators seemed to be that most writ- 
ers should be read and not seen. 

~~ > > 


We're accustomed by this time to 
having advertisers undress their 
characters, but Pond’s Extract now 
goes so far as to skin them. There’s 
no privacy whatever in Adland. 


7. = | 


The Satevepost’s Henry, R. T. 
points out, is shown on Page 98 of 
the Sept. 16 issue opposite an ad 
headed “See what happened to 
Henry.” But all Gem tells you is 
why Henry IV of France didn’t get 
a shave. 

7, 3 


A spectacular display in Boston 
shows a 36-foot bottle pouring ale 
into a 21-foot glass. That ought to 
be about the right size for Boston. 
¥ VF F 


Arthur Brisbane has given per- 
mission to Professor Raymond Mo- 
ley's new political weekly to use 
the name of his famous column, “To- 
day.” As long as it can manage 
today, it need not worry about to- 
morrow. 

7 Vv F 


The fad for the comic strip and 
balloon dialog technique has now 
reached such a point that an adver- 
tiser who departed from this routine 
would probably cause a sensation. 
7, FF F 


The lovely undraped lady in the 
newest cigarette window display is 
labeled “Kool,” but most of her ad- 
mirers think the title is entirely too 
conservative. 


7 Vv 


There are now so many fan danc- 
ers operating at the world’s fair 
and elsewhere in Chicago that the 
ostriches have threatened to submit 
a code to the NRA. 

vv¥segy 


“Truth needs no varnishing,” as- 
serts Salada Tea, adding that it pro- 
vides only “the finest cup of pure 
tefreshment.” But can’t you quicken 
the emotions and still be pure? 
vvy 


Ann Lee, of the Atlanta office of 
Edison General Electric Appliance, 
was pictured in the September 9 is- 
sue of ADVERTISING AGE, making 
everybody wonder what kind of drag 
W. T. Christy has to rate a secre- 
tary like that. 

vvy 


“What do you have to do to get a 
secretary like Ann Lee?” demanded 
half a dozen readers who admired 
the way she posed atop an Edison 
G. E. electric range. 

The answer is: Watch and pray. 


- 7 F 


Both Ford and Plymouth are now 
Providing free rides to all comers 
in Detroit, by way of demonstration, 
Tefutation and reprisal. If Chevro- 
let can be persuaded to enter the 
battle, Detroiters won’t have to 
bother buying automobiles. 

vv¥ey 


Members of labor unions are 
breaking into print right along as 
contributors to advertising campaign 
funds. Collective bargaining may 
have its advantages after all. 

7, FF = 


“Does your wife wear the pants?” 
bluntly demands Physical Culture. 

If she does, it’s usually consid- 
ered undiplomatic to admit it. 


DRUG BILL WILL 
AID ADVERTISING, 
TUGWELL ASSERTS 


Says Proposed Law Will Be 
Construed Liberally 


Washington, D. C., Sept. 16.—The 
proposed new federal food and drugs 
act may temporarily decrease the 
volume of some classes of advertis- 
ing, but the elimination of false 
and misleading claims will undoubt- 
edly recreate public confidence in ad- 
vertising, and will thus tend to in- 
crease its use. 


That is the opinion expressed by 
Prof. R. G. Tugwell, Assistant Secre- 
tary of Agriculture, and one of the 
most ardent supporters of the new 
bill, in a statement issued this week. 


“Many well-wishers of the new bill 
are fearful that its enforcement will 
decrease the volume of some classes 
of advertising just when advertising 
revenue is low,” Prof. Tugwell de- 
clared. “That may be true—tempo- 
rarily. Some products now sold in 
great quantity obviously will go in 
the discard when manufacturers no 
longer are able to spread untrue and 
ridiculous claims for those products 
before consumers. 


Points to Other Side 


“But there is another side to this. 
The public is pretty thoroughly dis- 
gusted with much of the present ad- 


metics. 
ognize the truth of this. . 


appeal by the use of superlatives and 


exorbitant, 


them in their dilemma.” 


(Continued on Page 18) 


vertising of foods, drugs and cos- 
Advertisers will readily rec- 
. . Adver- 
tisers killed the effectiveness of their 


pseudo-scientific claims. 
Perhaps a law that limited all ad- 
vertising to the truth would help 


“Personally, I believe that if the 
character of advertising is improved, 
consumers will have more confidence 


Pablic 


F. A. A. Airs Views 


On Securities Act, 


Relations 


New York, Sept. 14.—It appears 
that one result of the convention of 
the Financial Advertisers Associa- 
tion, which closed a three-day meet- 
ing here today, will be to hasten 
modification of the federal securities 
act by means of Federal Trade Com- 
mission interpretations and rulings 
and legislative amendments. 

At the final session of the conven- 
tion today Alva G. Maxwell, vice- 
president, Citizens and Southern Na- 
tional Bank, Atlanta, was elected 
president, succeeding H. A. Lyon. 
Other officers elected were: first 
vice-president, I. I. Sperling, assist- 
ant vice-president, Cleveland Trust 
Company; second vice-president, J. 
Mills Easton, advertising manager, 
Northern Trust Company, Chicago; 
third vice-president, Robert W. 
Sparks, assistant treasurer, Bowery 
Savings Bank, New York. 

While “public relations’ was an- 
nounced as the leading convention 
theme, the remarks of speakers and 
the discussions of ante-room debaters 
showed clearly what was uppermost 
in the minds of the financial men. 
Feeling against the law, which has 
almost suspended all long-term 
financing operations, was as notice- 
able among the bank men, who are 
not directly affected, as among the 
investment men, who comprised 
about 25 per cent of the gathering. 


Many Speakers Discuss Act 


The interest of the bank men 
seemed to arise partly from the con- 
viction that the move to regulate ad- 
vertising by explicit rule sets a dan- 
gerous precedent. However, both 
groups in the association appeared 
sympathetic toward the purpose of 
the legislation and exhibited plainly 
the disposition to cooperate with the 
government in furthering the princi- 
ples which the securities act was de- 
vised to enforce. 

Lewis E. Pierson, chairman, Irving 


A.N.A. Thinks Agency 
Code Requires Study 


New York, Sept. 15.—Paul 
B. West, managing director, 
Association of National Adver- 
tisers, today issued the follow- 
ing statement explaining the 
association’s stand on the 
agency code: 

“Since the Association of 
National Advertisers repre- 
sents the consumers of adver- 
tising, many inquiries have 
come to it for an explanation 
of its attitude toward the pro- 
posed advertising agency code. 

“In informal discussions 
among some of the officers and 
individual members of the 
A.N.A., opinions expressed 
seemed to indicate that the 
fair trade practice section of 
the code embodied certain 
points of issue on which opin- 
ion had been divided for years. 

“Some of these important 
differences of opinion have 
been the subject of careful 
thought and study the past 
few months and it is felt that 
a more thorough analysis 
should be made before these 
questions can be definitely 
settled.” 


Copy Cus. 


Trust Company, who gave the wel- 
coming address at the general session 
Tuesday morning, and H. A. Lyon, 
(Continued on Page 8) 


F. A. A. PRESIDENT 


Alva G. Maxwell 


New York, Sept. 14.—One of the 
features of the public relations con- 
ference of the Financial Advertisers 
Association at the Waldorf-Astoria 
Hotel this week was inclusion on the 
program of bankers who outlined 
the essentials contributing to the 
success of a bank’s advertising and 
publicity manager and indicated the 
course he should pursue in re-estab- 
lishing public confidence in banks 
and banking. 

Among these bankers were Bayard 


Pope, chairman of the advisory com- 


mittee, Marine Midland Trust Com- 
pany; G. Fred Berger, treasurer, 
Norristown-Penn 


Bank, Milwaukee. 


“There is no business or industry 
today in which public relations can 
accomplish more for the benefit of 
the country as a whole than in bank- 
“Most bankers 


ing,” said Mr. Pope. 
(Continued on Page 17) 


Trust Company, 
Norristown, Pa., and John H. Pue- 
licher, president, Marshall & Ilsley 


EPIDEMIC GIVES 
OPPORTUNITY TO 
RALSTON SPRAY 


Company Also Announces 
Cereal Campaigns 


St. Louis, Mo., Sept. 14.—The 

Ralston Purina Company broke 

through the censorship established 

by St. Louis newspapers last week- 

end with a sensational advertise- 

ment in behalf of its new insect 

spray, directed to sufferers from 

sleeping sickness. 

Meanwhile, the company an- 

nounced elaborate plans for fall 

cereal advertising, to be built largely 

around “Tom Mix and His Ralston 

Straight Shooters.” Though the 

movie star will edit the advertising, 

he will not appear in person on any 

of the radio programs, a ghost being 

employed. This is said to be the 

first time that this device has been 

employed on radio. 

During the sleeping sickness epi- 
demic here, the local newspapers es- 

tablished a rigid censorship in the 
public interest. A large volume of 
patent medicine advertising was de- 
clined by all of the local dailies, on~ 
the ground that it made claims not 
in accord with the few known facts 
about the strange illness. 


Uses Letter From Patient 


Ralston Purina copy was accepted 
because it made no broad claims, but 
merely pointed out that hospitals 
suspect that the germ is transmitted 
by mosquitos, hence keep patients 
under nets. These facts were pre- 
sented in a letter from a patient, 
with some comment by the company, 
making a powerful appeal for the 
new spray. 

Gordon M. Philpott, advertising 
manager for Ralston Purina, pre- 
sented the cereal advertising cam- 
paign to salesmen at the Corona Ho- 
tel. “Tom Mix and His Ralston 
Straight Shooters” have already 
been presented through The Comic 
Weekly. Their adventures will be 
continued over an NBC network 


are: 


Deli, 
advertising manager. 


Better Business Bureaus 


World, A.F.A. predecessor. 


Last Minute News Flashes 


Autopoint Executive Lineup Changed 


Chicago. Sept. 15—A complete new lineup of executive personnel has 
been made by the Autopoint Company, manufacturer of pencils, fountain 
pens and desk pads, and subsidiary of Bakelite Corporation. New officers 


C. Lansing Hays, president; Oscar F. Holmgren, vice-president; John 
E. Horn, treasurer; C. N. Cahill, general and sales manager; Frank C. 
director of manufacturing and research; and Martin H. Higgins, 


to Hook Up with A.F.A. 


Washington, D. C., Sept. 15.—The Affiliated Better Business Bureaus, 
Inc., voted to reaffiliate with the Advertising Federation of America at 
its convention here this week. The organization is an offshoot of the 
vigilance committees formed by Associated Advertising Clubs of the 


Henry Van Horn, Columbus, O., was elected president of Affiliated Bet- 
ter Business Bureaus; H. I. McEldowney, Detroit, was named vice-presi- 
dent, and Robert J. Bauer, Los Angeles, was elected secretary-treasurer. 


Brewer-Weeks Agency Formed on Coast 


San Francisco, Cal., Sept. 15—Williams A. Brewer, for the past five 
years an account executive with Erwin, Wasey & Co., and before that with 
M. E. Harlan Advertising Agency and advertising manager of several 
Sacramento retail stores, and Fred T. Weeks, for eight years manager of 
the San Francisco office of Newell-Emmett Company, have formed Brewer- 
Weeks Company Advertising Agency, with offices at 564 Market St. here. 


three times weekly, in 24 news- 
papers, four women’s magazines and 
five medical journals. All of this 
copy will extol the merits of Ral- 
ston Wheat Cereal. 

One box top is the membership 
and initiation fee. It also entitles 
the sender to a booklet, “The Life of 
Tom Mix,” which tells boys how to 
form a Ralston Straight Shooters’ 
Club. Other premiums which it 
brings are a photograph of Mix and 
his famous horse, Tony, a woven 
sweater emblem of the TM Bar 
Brand, and a horseshoe nail which 
can be bent to make a nail of the 
style affected by the movie star. 


Gives Many Premiums 


Other premiums which may be 
won will cost from one to 100 box 
tops. The list, to be announced in 
future advertising, includes a Tom 
Mix lariat, a six-shooter made of 
wood, but which “breaks” like a 
regular pistol, chaps, a cowboy hat 
and cowboy cuffs. 

The Tom Mix strip in The Comic 
Weekly has already yielded 166,000 
box tops. Other newspapers in which 
they are to appear include the Phila- 
delphia Inquirer, Cleveland Plain 
Dealer, Buffalo Courier - Express, 
Cincinnati Enquirer, St. Louis Post- 
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ADVERTISING AGE 


September 16, 1933 


Dispatch, Minneapolis Tribune and 
St. Paul Dispatch-Pioneer Press. 

Magazines on the list are Child 
Life, Good Housekeeping, Parents’ 
Magazine and Woman's Home Com- 
panion.- 

Ry-Krisp. -Advertising is built 
around Sylvia of Hollywood, noted 
face and figure consultant to movie 
stars. Her consultation chart will 
be made available by radio and pub- 
lications. 
Yorker willbe supplemented by ten 
foreign language newspapers, prin- 
cipally Swedish and Danish, whose 
readers are said to have been the 
first users of rye bread in this coun- 
try. Several medical and hospital 
papers are on the list, as in the case 
of, Ralston Wheat Cereal. 

Medical journals will be eseil 
largely for Baby Ralston, a “start- 
ing” cereal for infants. 


Librizzi Resigns 


J. J. Librizzi, chairman of the pub-| 
licity committee of the Milwaukee! 
Association of Commerce, has re-. 
signed as sales promotion and adver-, 
tising manager of Gimbel’s, Milwau-' 
kee. He was formerly. with Namm’ 8,; 
Brooklyn. 


Gallatin “News” Sold 
The Gallatin, Tenn., News has 
been sold by Edward C. Albright, 
publisher, who has been appointed 
minister to Finland. 


Photoplay and The. New|, 


Was Famous for Earnings 


‘POP’ FREEMAN'S 
METEORIC CAREER 
ENDED BY DEATH 


and Extravagance 


New York, Sept. 14.—William C. 
(Pop) Freeman, one of the highest 
‘|paid and most extravagant men the 
advertising world has ever known, 
died in his sleep in St. Petersburg, 
Fla., yesterday just as his efforts to 


i!make an advertising comeback were 


meeting with success. 

He underwent an operation for 
cancer here several months aga 
Always optimistic and cheerful, he 
left the hospital to plunge vigorously 


jjinto work with his son, Wm. C. Free- 


iiman, Jr., proprietor of a St. Peters- 
burg agency. Business improved 


‘|\steadily and Mr. Freeman recently 
'|wrote New York friends that he was 


in a happier frame of mind than he 
had known for some years. 
Though fundamentally a creative 


advertising man, Mr. Freeman earned 
his highest salaries as advertising 
director of newspapers in New York, 
Philadelphia, Boston and Chicago. 

During the 20 most productive 
years spent in this work he was re- 
puted to have been paid well over 
$1,000,000 in salary and bonuses, yet 
there was never a time when he 
was wholly free of debt. 

As much as his’ innumerable 
friends in the advertising field de- 
plored his extravagance and strove 
to reform him, Mr. Freeman per- 
sisted in his generosity to his family 
and friends until he was forced into 
bankruptcy in 1922. 


Had Meteoric Career 

He began his career as a school 
teacher and newspaper reporter in 
a small town in New Jersey. Mar- 
ried at 21 and finding his slender 
income inadequate to provide for his 
family as he wished, he added the 
selling of books to the other two oc- 
cupations. 

This activity revealed a talent for 
selling and he soon found it more 
profitable to discontinue teaching. 

Looking around for an opportunity 
to increase his income further, he 
became interested in the Bridgeton, 
N. J., Morning Star. The paper was 
not very successful and he offered 
to devote his full time to it in return 
for a share of the profits as they 
were earned. The owner agreed, and 


A Tire Dealer Pays Tribute to the 


Number 7 of a series of 


comments by business 
men on the buying habits 
of Quality Group  sub- 
scribers in their commu- 
nities, after carefully 
checking the Quality 
Group subscription lists. 
Writer’s name available. 


HOMES 
THAT BUY 


“The best tribute that we can pay to 
the quality of your subscribers in 
this city is that they comprise the best 
mailing list that could be compiled 
for us. . . . As a group, they are 
buyers of first line tires, where 85 
percent of our business is done. 
They replace their tires more fre- 
quently than our average account, 
and are the most responsive to our 
efforts among customers to replace 
tires before they are worn to the 


99 


fabric. . .. 


People who replace their tires without using them to the last mile usually are equally far- 
Upon such people merchants and distributors depend for 
frequent and profitable sales. Especially where quality is a more important factor than 


sighted in all their purchases. 
price. 


are the “Homes that Buy.” 
Quality Group magazines. 


Quality Group readers everywhere comprise this buying class. 
for their responsiveness to all well-directed advertising efforts. 


They are known 
In every community, theirs 


And they are so easily and economically reached, through the 


THE QUALITY GROUP 


ATLANTIC MONTHLY 
CURRENT HISTORY 


THE FORUM 


BOSTON CHICAGO 


597 Fifth Avenue, New York City 


HARPERS MAGAZINE 
REVIEW OF REVIEWS 
SCRIBNER’S MAGAZINE 


SANTA BARBARA 


within two months Mr. Freeman had 
increased his beginning salary of $6 
a week to $50. He earned nearly 
as much more as correspondent for 
out of town newspapers. 

On the Star he did editorial writ- 
ing, reporting, proofreading, bill col- 
lecting and wrote and sold advertise- 
ments. Soon his fame as an adver- 
tising salesman spread to Philadel: 
phia and the Germantown Gazette, 
a weekly, made him an offer which 
he accepted. 

While there he added to his rap 
idly growing income by covering 
social news for the Philadelphia 
Press. A year passed, and the Press, 
learning that its enterprising cor- 
respondent was an_ outstanding 
salesman also, invited him into the 
business department. His work there 
attracted the attention of James El- 
verson, Sr., who brought him to the 
Philadelphia Inquirer as advertising 
manager. 


Joins Hearst Organization 


A few years later he became ad- 
vertising manager of the New York 
Press, and in 1896, a year after Wil- 
liam Randolph Hearst had entered 
the New York newspaper field, he ac- 
cepted Mr. Hearst’s offer as adver- 
tising manager of the New York 
Journal, remaining there 12 years. 

“Mr. Hearst paid me a fortune dur- 
ing this period,’ Mr. Freeman said in 


“I was receiving more money than 
any other newspaper advertising 
‘manager in New York. 


to spend money. He was sympa- 
thetic, considerate and appreciative. 
He let me borrow many thousands of 
dollars and never registered a pro- 
test because I did not pay it back.” 

Mr. Freeman told also of how 
Mr. Hearst would send him a sub- 
stantial check whenever he brought 
in a contract which pleased him or 
when there was an illness in his 
family which added to his expenses. 
When Mr. Freeman brought in a 
contract from Wanamaker’s for $157,- 
600, Mr. Hearst authorized cancella- 
tion of his indebtedness, amounting 
at that time to many thousands, and 
gave him a check for $1,000 in ad- 
dition. 

He left the Hearst organization to 
make an unsuccessful venture for 
himself, returning to his former 
work after a few months as adver- 
tising manager of the New York 
Evening Mail. 


Starts Agency 


Here he found another employer 
as considerate as Mr. Hearst in 
Henry L. Stoddard, who not only 
paid him a generous salary but 
helped him to syndicate a daily edi- 
torial feature, “Short Talks on Ad 
vertising,” to some 200 newspapers. 


about two years and netted Mr. 
Freeman $55,000, was later published; 
in book form. 


In 1915 Mr. Freeman, who. had) 


ibased his newspaper success on” mer: 
chandising and copy service, opened 
an agency here. His income from 
this work was more than he had 
ever earned before, but he found it 
‘necessary to borrow to meet extrav- 
agant tastes, and in 1922 his cred- 
itors forced him into bankruptcy and 
his agency suspended. 

In an effort to recoup his losses 
Mr. Freeman moved to Florida and 
took up real estate speculation. He 
was on the point of liquidating hig 
holdings for enough to satisfy old 
debts in full when the crash of i924 
wiped out his equities. 

Advertising organizations ‘and 
fishing were his favorite hobbies, and 
he contributed a number of maga; 
zine articles on the sport of angling; 


Active in Association 


He was most active in ‘the Asso! 
ciated Advertising Clubs’ of ‘the 
World and the organization’s "suc 
cessor, the Advertising Federation of 
America, but, despite the belief ta 
ithe contrary, he never accepted a 
office, although, until recent olin: 
he was one of the most active miem{ 
bers in shaping plans and policies. i 

His management of the campaig 
for his friend, George Hopkins, pres; 
idential nominee in 1922, made fed; 
eration history. In 1925 he led the 
St. Petersburg delegation ‘to the con- 


vention at Houston and came within 


an article in the American Magazine. |- 


“Mr. Hearst knew of my penchant}. 


The syndicated material, which ran|- 


ee 
| 


a hair’s breadth of bringing the cop. 
vention to St. Petersburg the folloy. 
ing year, despite the policy of the 
federation not to meet in the south 
two years in succession. 


GOLD DUST ASKS 
FOR ENDORSERS 


New York, Sept. 14.—The 50-line 
advertisements offering housewives 
who use Gold Dust $2 for their pho. 
tographs if accepted for advertising 
purposes, were said at the offices of 
the Gold Dust Corporation here to 
constitute a test campaign which wil] 
be limited to Chicago newspapers for 
the time being. 

Sales will be analyzed to see what 
immediate effect the unusual copy 
exerts in drawing housewives’ atten. 
tion indirectly to the implied ad. 
vantages of Gold Dust. 

The brief copy, which appears on 
women’s pages, makes no mention 
of the _ product’s selling points, 
Nothing is said of the specific man- 
ner in which the photographs will be 
used in advertising, or whether the 
offer involved a contest. Preference 
is expressed for small photographs 
and snapshots are said to be equally 
acceptable. 

The instructions are to forward 
the pictures to the New York offices 
of the company. The advertisements 
employ a keyed address. 


Advertising Accepted 
On Two New Picture Pages 
The Chicago Tribune on Sept. 10 
introduced two new picture pages 
in the metropolitan section of its 
Sunday issue on which advertising 
will be accepted. The first adver. 
tisers to appear on these pages were 
General Foods Corporation and Delco 


Appliance Corporation. ° 


_ The back page of the daily Trib- 
une is solid photos, and the Sunday 
paper has a full page of pictures in 
the sports section. In May of this 
year two new picture pages appeared 
in the main news section of the 
Sunday edition. One of these has 
been changed to the metropolitan sec- 
tion and another added. 


“New York Evening 


Post’ Changes F ormat 
The New York Evening Post this 
week changed its page size from the 
“standard” size to five-column tabloid 
size. The change in size and format 
will in no way affect the editorial 
policy of the paper; which will con- 
tinue as in the past. 
The Post is one of the papers of 
the Curtis-Martin group. 


International Silver 
- Uses Unique Space 


International Silvér Company; 
Meriden, .Conn., made use of: facing 
/ half-pages in two colors in the Oc- 
tober issue of Cosmopolitan to pre- 
sent Marquise, a new pattern. 

This is believed to be one of the 
first instances in which two-color 
half-pages facing have been used in 
national magazines. 


Exhibits Airpaintings 
Thirty outstanding airdrawings of 
the 130 which were submitted in the 
first national- airpainting exhibit 
held in Chicago this spring have 
been added to the permanent collec: 
tion of Paasche Airbrush Company, 

Chicago, and may be seen there. 


WBRC Bankrupt 


A receiver has been named for 
Birmingham Broadcasting Company, 
which operates station WBRC, on 
petition of K. G. Marshall, vice-presi- 
dent, who claimed that the station 


|| was being grossly mismanaged. 


Spivak With “Mercury” 

Lawrence E. Spivak, formerly 
business manager. of Antiques and 
assistant to the president of Hunt- 
ing arid Fishing Magazine, has joined 
The American Mercury as business 


|| manager. 


Igrad Electric Sold 


Igrad Electric and Mfg. Company, 
Rochester, N: Y., has been purchased 
by Continental ‘Carbon, Inc., Cleve- 
land, O. Advertising of both com- 
panies will be handled by Fensholt 
Company, Chicago. 
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of 
AMERICAN BUSINESS 


A partial list of Imp Ad 


in The American Weebly 


during 1931, 1932 and 1933 


All-Year Club of Southern Calif. 
Affiliated Products Group 
American Chicle Co. 
American Hard Rubber Co. 
fMerican Tobacco Co., 
Lucky Strike Cigarettes 
Bull Durham Tobacco 
Anheuser-Busch, Inc. 
Armand Company, The 
Auburn Automobile Co, 
Babbitt, Inc., B. T. 
Bauer & Black 
Beech-Nut Packing Co. 
Bon Ami Company, The 
Borden Co., The 
urjois, Inc. 
peas Slee Co. 
Brown & Williamson Corp. 
Raleigh Cig. rettes 
Target Smoking Tobacco 
rain 
California Fruit Growers Exchange 
California Packing Corp. 
California Walnut Growers Ass'n. 
Carter Co., The William 
Charis Corporation 
Chesebrough Mfg. Co., Cons’d 
Church & ight Co. 
Clorox Chemical Co. 
Coca-Cola Co. 
Colgate-Palmolive-Peet Co, 
Super Suds 
Palmolive Beads 
Palmolive Soap 
Congoleum-Nairn, Inc. 
Corn Products Refining Co, 
Corning Glass Works 
Coty, Inc. 
Crosley Radio Corp., The 
Dodge Bros. Corp. 
Eastman Kodak Co. 
Elgin National Watch Co. 
Endicott Johnson Corp., The 
Enna Jettick Shoes, Inc. 
Ethyl Gasoline Corp. 
Firestone Tire & Rubber Co., The 
Florida Citrus Exchange 
Frederics, Inc.,-E. 
Frigidaire Corporation 
General Cigar Co. 
General Electric Co. 
General Foods Corp. 
* Bran Cereals 
oe Baking Powder 


ell 
fieen House Coffee 
Post Toasties 
General Mills, Inc. 
General Motors Corp. 
Chevrolet Motor Co. 
Fisher Body Corp. 
Oldsmobile 
Pontiac 
“Buick Motor Co. 
Gold Dust Corporation 
Goldman, Mary T. 
Goodrich Rubber Co., The B. F. 


Goodyear Tire & Rubber Co., Inc. 


Heinz Co., H. J. 
Hills Bros. 
Hinze Ambrosia, Inc. 
Hoover Company, The 
Hubinger Co., The 
Hudson Motor Car Co. 
Hump Hairpin Mfg. Co., The 
lodent Co., The 
— & Johnson 
aufmann Bros. & Bondy, Inc. 


Kellogg Company 
Kelvinator Corporation 
Kleinert Rubber Co., 1. B. 
Kolynos Co., The 
‘ops Bros. 
Kotex a a 
Kraft-Phenix Cheese Corp. 
Larus & Bro. Co. 
Leeming & Co., Inc., Thos. 
Lehn & Fink, Inc. 
Leonard Refrigerator Co. 
Lever Bros. Co. 

Rinso 

Lifebuoy 

Lux 

Lux Toilet Soap 
Libbey-Owens-Ford Glass Co 
Libby, McNeill & Libby 
Luden’s, Inc. 
Mennen Company, The 
Model Brassiere Co. 
National Biscuit Co, 
Northwestern Yeast Co. 
Norwich Pharmacal Co., The 
Numismatic Co. of Texas 
Old Dutch Cleanser 
Park & Tilford 
Parker Pen Co., The 
Patent Cereals Co., The 
Pepsodent Co., The 
Pequot Mills 
Pi F le Prod Cc 


Ass'n, Ltd. 
Planters Nut & Chocolate Co. 
Pond’s Creams 
Popular Mechanics Magazine 
Premier Malt Sales Co. 
Premier-Pabst Corp. 

Procter & Gamble Co., The 

Ivory Soap 

Camay 

Oxydol 
Quaker Oats Company, The 
R. J. Reynolds Tobacco Co. 
Salada Tea Company 
Schnefel Bros., Inc. 

Scholl Mfg. Company 
Sears, Roebuck and Co, 
Selby Shoe Co., The 
Simoniz Mfg. Co. 

Spool Cotton Co., The 
Stanco, Inc. 

Standard Brands Inc. 

Chase & Sanborn’s Coffee 

Chase & Sanborn’s Tea 

Fleischmann’s Yeast 

Royal Baking Powder 

Royal Gelatin 
Standard Oil Co., The 
Swift & Co. 

Quick Arrow Soap Flakes 

Sunbrite Cleanser 
Three-in-One Oil Co. 

Tubize Chatillon Corp. 

Union Oil Co. of California 
United States Rubber Co. 
Utica Steam & Mohawk Valley 

Cotton Mills 
Vanity Fair Silk Mills 
Vick Chemical Co. 

Wander Co., The 

Warner & Co., Wm. R. 

Warren Corp., The Northam 
Waterman Co., L. E. 

Watkins Co., The R. L. 
Westinghouse Electric & Mfg. Co. 
Wright & Sons Co., Wm. E. 
Young, Inc., W. F 


P 


What $16,000 buys 
in The American Weekly 


A full page in color more than twice the size of 


any other magazine page in the world . . . more than 
5,000,000 families at a cost of about ¥4 cent per family 


. . » The attention of the entire family instead of 


a single buying factor 


The reader's interest—makes 


Advertisi 


ing kay 


@ American Weekly—Snorting brontosauri with swarms of pterodactyls perched on 
their backs go gallivanting from the primordial slime across the toes of fabulous prin- 
cesses, heiresses and actresses who, swooning in ermine negligees with hot love- 
letters stacked around them, “confess all” under the shadow of Science’s latest 
mechanical star-splitter, a device for laying the centuries end to end so that they will 
reach from the pearly minarets of wicked Constantinople to the awesome depths of 
the profoundest ocean abyss yet plumbed by man!—(TIME Magazine—May 1, 1933) 


LEVER, Brother Time, but you haven’t 
said the half of it. 


For, as a matter of fact, nothing less than 
the whole world of human interest rolls 
through the colorful pages of The American 
Weekly every Sunday of the year. 


This Mighty Magazine deals with the 
elemental and fundamental yearnings of life, 
with all its human hunger for love, for knowl- 
edge, for happiness. 


The difference between the way The Amer- 
ican Weekly deals with these and the way 
other publications are edited is simply this: 


The American Weekly recognizes that love 
can come alike to cottage and to castle; that 
the lamp of learning has been lighted even 
more often on the homely mantel than beside 
the throne; that happiness may flute as clearly 
in the peasant’s whistle as in the prince’s song. 


**'To walk with kings nor lose the common 
touch”’ is no ordinary fact; its sustained suc- 
cessful appeal to millions of people is the rea- 
son behind The American Weekly’s success. 


Is the editor right to plunge both hands 
deep into life, dredge the palpitating facts of 
the world’s romance, science, progress, and 
spread them in all the fascinating actuality 
across these pages? 


Or should he respond to heart-hunger, 


mind-hunger, body-hunger with a stone of 
chill judgment and outworn recital? 


The American! Weekly has made its choice. 
Gorgeously, humanly, accurately it portrays 


this world of ours as it is, as it was and as we 


would have it be, to this living world of readers. 


And in return, more than five million homes open their 
doors every week to this Mighty Magazine, paying to it 
a tribute of loyalty that never changes except to grow 
and deepen, 

In the bond that exists between this publication and its 
readers there is anata: for you, Mr. Manufacturer, to 
consider thoughtfully if you have goods or services to sell. 


For $16,000 you can buy a full page, a page double the 
size of any other magazine page, printed in four colors, 
and make your sales appeal in the world’s most interesting 
magazine to the world’s most interested audience, the 
responsive millions in the 5,000,000 homes which welcome 
The American Weekly every Sunday. 


Where this Magazine goes 


The American Weekly is the largest magazine in the 
world. It is distributed through 17 great Sunday News- 
papers. In 529 of America’s 995 towns and cities of 10,000 
population and over, The American Weekly concentrates 
68% of its circulation. 


In each of 93 cities, it reaches one out of every two families 
In 110 more cities, 40 to 50% of the families 

In an additional 157 cities, 30 to 40% 

In another 169 cities, 20 to 30% 


. . and, in addition, more than 1,680,000 families in thousands of 
other communities, large and small, regularly buy and read The 
American Weekly. 


Where can you spend your advertising dollar 
more effectively? 


FERICAN 


HEAM 
HEAMERIIN 


“The National Magazine with Local Influence” 


1138 Hanna Buivc., Crevetann . . . 


Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Parmouive Buvc., Cuicaco .. . § Wintnror Square, Boston... 753 Bonnie Brat, Los Anceves.. . 222 Monapnock Bupc., San Francisco 
11-250 Generat Morors Bioc., Detroit . . . 


1o1 Marietta St., ATLANTA . . . 1270 Arcave Bupc., St. Louis 
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The Railroads Are Learning How 


Passenger traffic into Chicago over 
the Labor Day holiday broke all rec- 
ords, with 93,000 persons carried. 
One road alone had over 15,000 pass- 
engers, exclusive of suburban. The 
reason was the attraction of the 
world’s fair, plus excursion rates, 
plus advertising. 

The railroads have apparently de- 
termined to regain their lost passen- 
ger traffic. In order to do so, they 
have realized that they must make 
their kind of transportation more 
inviting and economical than that of 
competitors—motor buses and motor 
cars, for example. They have been 
experimenting, and they are learn- 
ing. 

They have learned, for one thing, 
that low rates represent a powerful 
magnet through which they can at- 
tract enormously increased traffic, 
especially when the offer is properly 
promoted through advertising. The 
suecess of experiments along this 
line has been such as to lead many 
railroad observers to predict that a 
general reduction in passenger rates 
will be proposed by the railroads 
before very long. 

Here again the old idea of mass 
production making possible low 
prices to the consumer is involved. 
The fixed expenses of the carriers in 
maintaining facilities and equipment 
for carrying passengers are so great 
that it is far more profitable to re- 
duce fares to a point which will re- 
sult in maximum traffic than to hold 
out for rates which make it easy to 
divert normal rail traffic to compet- 
ing forms of transportation. 


Nearly every railroad which has 
been experimenting with new meth- 
ods of building up its passenger 
business has been using advertising. 
This has been a permanent policy 
with some roads, and only an occa- 
sional experience of others. But 
there is no reason to doubt that if 
the railroads do a good advertising 
job, provided they have the goods 
in the form of equal or better trans- 
portation service to offer, from the 
standpoint of economy as well as 
safety and convenience, they can 
make real progress in bringing their 
passenger revenues back to some- 
thing approaching former levels. 

The main trouble heretofore has 
been the refusal of the railway com- 
panies to recognize the seriousness 
of the competition which confronted 
them. Recognizing the superior ad- 
vantages of the railroad from the 
standpoint of speed, comfort and 
safety, they have tended to stand 
pat on both service and rates, until 
they woke up to find themselves be- 
ing beaten at their own game. 

But the steam railway has too big 
a stake in passenger traffic to be 
willing to kiss this business goodby. 
It is already making it clear that it 
intends to fight for the business, and 
that it will meet the bus line on its 
own ground in the matter of rates. If 
it continues to employ advertising 
on the scale which the situation de- 
mands, the odds would seem to favor 
a substantial return of the sort of 
passenger volume which used to be 
so important a part of railroad rev- 
enues. 


Free Showings Covered in Outdoor 
Advertising Code 


The moot question of free space 
for outdoor advertisers is covered 
fully and clearly in the new code 
proposed for this industry to the 
NRA. Free space is banned except 
in the winter months, November to 
March, inclusive, and then is limited 
to 25 per cent. 

During the period of reduced ad- 
‘vertising volume, when many out- 
door advertising plants carried only 
a fraction of their normal business, 
the problem of what to do with un- 
sold panels became acute. It was 
solved in many cases by supplying 
overruns to advertisers, but unfor- 
tunately there was no. standard 
method of awarding this bonus, and 
the offer of free space finally began 
to be used as a sales feature. The 
result was inequality of treatment 
for all advertisers, and in effect a 
kind of rebating which was unfair to 
those who failed to receive the extra 
posting. 


By providing that no advertiser 
receive a greater amount of adver- 
tising than called for in his contract, 
except during the limited season in- 
dicated, and by insisting on an equit- 
able allotment of the unsold space 
among all users of the medium, the 
code seems to dispose satisfactorily 
of a subject which had a great many 
disagreeable possibilities. 

Advertisers in the outdoor field, 
operating under the code, will have 
definite assurance of equal treatment 
with their competitors and other 
users of the medium. 

The outdoor advertising industry, 
like other mediums serving the 
needs of advertisers, has shown that 
it appreciates the fact that its best 
interests will be served by protect- 
ing the interests of advertisers. Fair 
treatment for all and special favors 
for none is the only slogan which 
will stand up over any length of 
time. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 518. Kansas. 


An interesting and well printed 
book giving much information of 
value to advertisers on the Kansas 
market. It is published by the E. 
Katz Special Advertising Agency in 
the interests of 13 Kansas newspapers 
which it represents. 


No. 519. A Study of the Farm Mar- 
ket of Eastern Canada. 

This booklet will give the reader 
an insight into the farm market of 
Ontario, Quebec and the Maritime 
provinces. There is also much data 
on brand preferences, use of prod- 
ucts, etc., which has been gathered 
in a survey conducted by The 
Farmer, which published the book- 
let. 


No. 520. Canadian 
Circulation Analysis. 
A comprehensive analysis of Ca- 
nadian population, families and cir- 
culation of Canadian Home Journal, 
by provinces, cities, counties, etc. 


Home Journal 


No. 521. The Printability of Certain 
Papers and Why. 

A handsome brochure published by 
Kimberly-Clark Corporation which 
contains an authoritative discussion 
of the factors that enter into the 
printability of papers, and a num- 
ber of beautiful reproductions of il- 
lustrations, many in full color, on 
Kleerfect. 


No. 487. Wings to Words. 


Published by Rapid Electrotype 
Company, Cincinnati, this book 
treating of the uses, purposes, and 
methods of making mats, electro- 
types, etc., is a worthy addition to 
the advertising man’s library. The 
book is interestingly written and is 
likewise a good example of fine book 
printing. 


No. 517. The Influence of Magazine 
Makeup and Related Selling in the 
Reduction of Advertising Visibility 
and Reading Costs. 


A very interesting brochure which 
analyzes the findings of Daniel 
Starch on visibility and reading 
costs for McCall's for the periods of 
April to September, 1932, and Octo- 
ber, 1932, to March, 1933. The first 
period covers publication before Mc- 
Call’s was departmentalized, the sec- 
ond after that move. The effect of 
the new plan of makeup is demon- 
strated through numerous charts. 


No. 368. The Open Road for Boys 


Magazine Tells Its Story. 

This fifty-four page brochure is 
sued by The Open Road for Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 
magazine’s policy of guaranteeing 
advertisers superior results. Alto- 
gether a unique and interesting 
analysis of the boy market. 


No. 511. The Eyes of the World are 
on Chicago. 

An unusually interesting brochure 
published by General Outdoor Adver- 
tising Company, pointing out that 
A Century of Progress is providing 
much additional circulation for Chi- 
cago outdoor displays this year. One 
especially valuable feature is the 
manner in which locations are 
spotted on a map of the city and 
tied up with actual photographs of 
the site. 


WHEN EVERY SECOND SEEMS A YEAR 


"Ps-s-st! What are we advertising?" 


—Radioland, 


Voice of the Advertiser 


Walker Enters Scotch 
“Dark Horse” in Race 


To the Editor: The vogue for 
Scotch posters and your current 
contest to determine who started 
this Scotch migration to outdoor ad- 
vertising discloses another “dark 
horse” entry. 

I say “dark horse” because it 
never saw the light and was 
scratched. Although created in No 
vember, 1932, and approved in April, 
1933, for release in September, Shell, 
Pontiac, and apparently Dr. Pepper 
left the Philgas Scotchman at the 
post. 

In the belief that two were com- 
pany and three a crowd, four would 
have been positively congested, so 
we literally snatched our entry from 
the lithographer’s press and sent it 
to the files—darn it. 


E. J. CHAFFIN, 
Account Representative, Walker 
& Co., Detroit, Mich. 
7, @ F 


While Stedfeld Has 


a Paper Scotchman 

To the Editor: I have noticed all 
those Scotchmen parading up and 
down the back page of ADVERTISING 
AGE. I believe you reproduced at 
least three outdoor advertisements 
featuring pictures of Scotchmen to 
carry out the thrift theme. 

I am attaching our own Scotch- 
man and our own version of this 
thrift theme which was used about a 
year and a half ago in trade pub- 
lications. 

I guess this makes the American 
Writing Paper Company’s Scotch- 
man the grand-daddy of all the cur- 
rent crop of “outdoor” bagpipe 
players. 

HAL STEDFELD, 
H. L. Stedfeld Company, New York. 
> 2 


Bedford Prepared 


Union Campaign 

To the Editor: The article in your 
Sept. 9 issue dealing with an adver- 
tising campaign for an _ increased 
membership instituted by New York 
District No. 9, Brotherhood of Paint- 
ers, Decorators & Paper-Hangers of 
America, refers to the Jewish Pub- 


licity Bureau as being responsible 
for the advertising. 
You are in error in this particular, 
as, acting on the ideas of Philip 
Zausner, secretary-treasurer of the 
Brotherhood, we prepared the entire 
campaign and directed its execution. 
With the object of inducing men 
employed in these crafts to become 
union members, the Brotherhood re 
duced the initiation fee to a special 
rate of $10, with $5 down and grad- 
uated payments on the _ balance. 
Copy was released in the New York 
Evening Journal and the New York 
Daily News, tieing up to the labor 
provisions of the Recovery Act, play- 
ing up the low charge for initiation 
and embodying a strong action-urg- 
ing appeal. 
To crystallize the attention of the 
men at whom the copy was aimed, 
a series of small, blind “teaser” ads 
was used, addressed to painters and 
decorators, and enjoining them to 
“Watch for message of vital impor- 
tance to you to appear in this paper 
soon.” 
A dramatic feature of the final 
message was the slogan, “Save the 
Wage Standard and You Save All,” 
paraphrasing the famous “Save the 
Surface” slogan. 
The campaign is being followed up 
by direct-mail impacts on selected 
groups of painters, and a new mail 
campaign is being planned to “sell” 
the union painting idea to leading 
owners and managers of building 
properties. 
CHARLES KASS, 
President, Bedford Advertising 
Agency, Brooklyn. 
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ADVERTISING AGE 


PODE HEARINGS 
DRAWING ADMEN 
TO WASHINGTON 


20 “Advertising?” Hearings 
Set for Next Week 


Washington, D. C., Sept. 15.— 
This city will be the most impor- 
tant advertising center in America 
next week, when hearings on the 
proposed NRA _ codes for many 
pranches of the advertising and 
publishing industry will be held. 
Advertisers, publishers, association 
men, and others are already flocking 
to the capital, and it is anticipated 
that the largest “convention” of ad- 
yertising interests ever to be held 
in Washington will convene here 
next week. 

Practically all codes directly or in- 
directly affecting advertising, with 
the exception of the advertising 
agency code, are scheduled for hear- 
ings. including those of the period- 
ical publishing industry, the radio 
broadcasting industry, the commer- 
cial printing, publishing-printing, 
and printing industry, and the news- 
paper publishing industry. 

The code for the commercial 
printing, publishing printing, and 
printing industry embraces related 
codes for eighteen other industries, 
including book manufacturers, play 
publishers, advertising-newspapers, 
label manufacturers, lithographers, 
photo engravers, electrotyping and 
stereotyping, type setting, and adver- 
tising typography. All of these codes 
will be discussed before Deputy Ad- 
ministrator Lindsay Rogers in the 
auditorium of the Commerce Bldg., 
beginning Sept. 18. 


All Hearings Scheduled 


The radio broadcasting code hear- 
ings will begin Sept. 20 in the New 
House Office Bldg. Caucus room be- 
fore Deputy Administrator S. A. 
Rosenblatt; the periodical publish- 
ing code will be heard Sept. 21 in 
the Commerce auditorium by Mr. 
Rogers; and the newspaper publish- 
ing code will be heard in the same 
place and by the same deputy, com- 
mencing Sept. 22. 

While advertising interests are 
looking forward to these hearings 
with much interest, the progress of 
other codes not directly connected 
with advertising will also come in 
for much attention. 

The most important of these is the 
retail code, including drug_ stores, 
which now has been drawn in 
skeleton form by Deputy Adminis- 
trator Whiteside. 


Retail Code Revamped 


This code includes the price con- 
trol principle, and provides that all 
goods must be sold at invoice cost 
plus 7% per cent for food products, 
and ten per cent for other goods. 
A special section applying to drug- 
gists, however, provides that nation- 
ally advertised goods may not be 
sold at less than 21 per cent below 
the manufacturer’s retail price on 
the package. 

The language of the unfair trade 
practices section, which has created 
much discussion, appears to be emas- 
culated in the new draft. It pro- 
vides that advertising referring “in- 
accurately in any material particu- 
lar” to a competitor shall be barred, 
and it also would prohibit advertis- 
ing which “inaccurately” lays claim 
to a general underselling policy. 

The fate of even these less rigid 
provisions is problematical, how- 
ever, in view of the action of the 
NRA consumers advisory board in 
adopting a policy of opposition to 
“seneral price fixing provisions, di- 
rect or indirect, in all codes, with 
the exception of a limited number of 
natural resource industries where 
cut-throat competition has led to 
public disaster.” 

The board also urged this week 


that final action on the retailers’ 
code, as well as on all other codes 
embodying similar provisions, be de- 
ferred until reports on the signifi- 
cance of the pricing provisions can 
be made by a special committee now 
being fermed to consider the subject. 


Organize Compliance Boards 


This committee is to be composed 
of representatives of NRA, AAA, and 
one each from the Department of the 
Treasury, Interior, Commerce, Agri- 
culture and Labor. 

Gen. Johnson this week sent a 
letter to all NRA local committee 
chairmen, urging creation of local 
NRA “compliance boards,’ which 
will take over the task of handling 
complaints of non-compliance with 
the blanket code, and will also han- 
dle petitions for exceptions under 
paragraph 14 of the code, and peti- 
tions for permission to operate on 
the longer hour schedules of existing 
labor contracts. 

Local boards are carefully warned, 
however, that final action rests with 


Washington, and that boards must 
act in an advisory and consultant 
capacity only. 


Attack Dailies’ Code 


Atlantic City, N. J., Sept. 13.— 
The proposed code of the American 
Newspaper Publishers Association 
was denounced as an attempt to 
evade all important issues, in a reso- 
lution adopted by the New Jersey 
State Federation of Labor here to- 
day. 

The resolution, calling the code 
“contrary to the spirit as well as 
the letter of the NRA, unfair to its 
employes generally and the organ- 
ized crafts particularly,” was 
adopted unanimously without dis- 
cussion. The resolution had been 
adopted previously by the Allied 
Printing Trades Association of New 
Jersey. 

Copies of the resolution were for- 
warded to Gen. Johnson, with the 


request that the proposed code for 
the newspaper industry be rejected 
when it comes up for hearing next 
week. 


Starts New Rug Fashion 


Breaking with the conventional 
idea that rug patterns must be sym- 
metrical, W. & J. Sloane has intro- 
duced entirely new designs in rugs, 
worked out by Robert Reid MacGuire, 
industrial designer, and woven in 
China. The new rug has only one 
central motif, and contains a border 
on only two sides. 


Brewery to Make Whisky 


Wiedemann Brewery Corporation, 
Cincinnati, plans to manufacture 
whisky and gin as soon as these bev- 
erages are legalized, the company 
has announced. 


A. B. S. Opens the 25th 


Formal opening of the Atlantic sea- 
board network of the Amalgamated 
Broadcasting System, New York, has 
been announced for Sept. 25. 


Radio Ads Exempt 


A law relating to false advertis- 
ing of foods passed by the 1933 Wis- 
consin legislature does not apply to 
products advertised over the radio, 
the state attorney general has ruled. 
The measure provides that when the 
price of any food sold in package 
form is advertised, the package must 
show the weight of the contents. 


Larson to Direct 
Fountain Publication 


Selling and Service, New York, has 
announced Beverage Business for 
October. For the time being the two 
papers will be combined. 

C. R. Larson, formerly business 
manager of the Soda Fountain is 
publishing director of Beverage Busi- 
ness. 


“Time” Men Shift 


Shepard Spink has been trans- 
ferred from the New York to the 
Detroit office of Time, succeeding W. 
F. Gillespie, who has gone to the 
Chicago office. 


““Man Was Sneed October 23, 4004 B.C. 
at nine o clock in the morning!” 


Fun: and famine were preferred by the Pil- 
grims .. . Malaria and massacre were the costs to the 
Cavaliers . . . all to avoid a motherland that wouldn’t 
change its thinking. 

So wrapped up in the traditions of a thousand years 
was the Eielend they left behind them that no less a 
personage than Dr. John Lightfoot, Vice Chancellor of 
the University of Cambridge and undoubtedly one of 
the most eminent scholars of all time, published as his 
magnum opus: 

“Heaven and earth, centre and circumference, were 
created all together, in the same instant, and clouds full of 
water... This work took place and man was created by the 
Trinity on October 23, 4004 B.C., at nine o'clock in the 
morning.” 

Yet, while indulgently pointing out that astronomical 
formulae, architectural principles and cosmetic recipes 
unknown even to the learned Dr. Lightfoot were occupy- 
ing the attention of a great civilization along the Nile 
exactly at Dr. Lightfoot’s hour of Creation—many a 
modern scholar still preaches that the cosmic ray theory, 
the vitamin table and the prediction of the decline of 
modern civilization are infallible! 


Au history is nothing more nor less than an 
account of the conflict between those who have settled 
the affairs of the world to their own liking and those 
who don’t particularly like the way that those affairs 
have been settled. 

In the field of modern journalistic opinion, for 
example, Liberty was condemned by some when it 
emphasized the potential leadership in Franklin D. 
Roosevelt long before he had become a serious contender 
for the Democratic nomination. 

Liberty was criticized by others when it published a 
signed statement by Adolph Hitler outlining all the 
policies that he intended to—and subsequently did— 
put into effect, nearly a year before the civilized world 
took his dictatorship aspirations seriously. 

Liberty announced Alfred E. Smith’s repeal plan 
which was subsequently hammered into the Democratic 
platform, prophesied Roosevelt’s dictatorship ideas in a 
series of ae by Colonel House and dramatized the 
Back-to-the-Land movement which culminated in the 
twenty-five million dollar appropriation under the 
National Recovery Act to support that movement. 


For all of these and many other expressions of 
its Liberal editorial policy, Liberty was, at the time, 
attacked by the traditional stand-patters. 

Yet, today, more men and women come back again 
and again and ask for Liberty every week than for any 
other magazine. 

Three exhaustive investigations by as many independ- 
ent experts, covering over two years, prove beyond 
doubt that Liberty is read more thoroughly than any 
other popular magazine. 


Of the best read editorial features, more are non- 
fiction in Liberty than in any other general weekly. 

And that thorough, thoughtful reading is found to 
extend from the editorial pages to the advertising col- 
umns... 


Today, with liberalism the very keynote of our exist- 
ence, no publisher—and no advertiser—can afford to 
insist that the world was created at “‘nine o’clock in the 
morning”! 

The open mind and the eye on the horizon are the one 
way back to coe . Liberty, as the journalistic key- 
note of popular liberalism, asks, what other advertising 
medium can give your product a more sympathetic 
background? What other banner can do so much to 
bring the exiled patronage of the Pilgrims and Cavaliers 
back home? 


Dr. F. F. DAUGHERTY 
MUNCIE, INDIANA 


President, Izaac Walton League of America 


Dr. DAUGHERTY WRITES TO LIBERTY: 


“fj must say, I like Liberty because it so 
consistently justifies its name in the general 
line of ‘expostulating’ and prophesying. It 
is, week after week, provocative. Liberty 
very decidedly is contributing constructively.” 


Dr. ANDREAS BARD 
KANSAS CITY, MISSOURI 


Pastor, St. Mark’s Church, Kansas City, Mo. 
Author: The Dawn of Tomorrow and Other Lec- 
tures; In Memoriam; Your Flag and My Flag; 
The Trail of the Covered Wagon; The Bride of 
Bagdad; Seven Ages of Man. 


Dr. Barp writes To LIBERTY: 


“ 

, I am glad you are not merely critical, 
liberal, progressive, but also constructive. The wrecking crew has its 
place, so has the construction gang. It takes less genius to be a 
destroyer than to bea builder. Liberty is not Nihilism and I congratu- 
iate your writers on their contributions to progress rather than on their 
criticisms of past errors.” 


A. C. WILLFORD 


HOUSE OF REPRESENTATIVES 


District: 3rd District, Iowa. Committees: Mer- 
chant Marine, Radio, and Fisheries; Enrolled 
Bills; War Claims. 


ConGRESSMAN WILLFORD WRITES TO LIBERTY: 


“ 

I HAVE many times read with a great deal 
of interest various articles regarding political 
situations and other world matters written by 
very able men and in a short concise manner. These articles were 
indeed interesting and I believe educational to anyone who will take 
the time to read these short sketches. 

“It is my usual weekly routine to investigate the articles in Liberty 
and selecting from time to time articles which I think interesting. I 
fully believe that Liberty is fulfilling a duty to the American public in 
giving out this information.” 
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ST. PAUL OFFICE 
FORD BILLINGS 
ST. PAUL HOTEL 

CEDAR 4400 


MINNEAPOLIS OFFICE 
E. P. SHURICK 
RADISSON HOTEL 
BRIDGEPORT 3222 


CHICAGO OFFICE 
FREE & SLEININGER, INC. 
180 N. MICHIGAN AVE. 
FRANKLIN 6373 


NEW YORK OFFICE 
PAUL H. RAYMER 


205 E. 42ND STREET 
MURRAY HILL 4-0658 


FORD EXECUTIVE 
CLARIFIES STAND 
ON DEALER COPY 


National Effort. Unaffected; 
Dealers ‘‘On Their Own’’ 


Detroit, Mich, Sept. 14.—“The 
Ford Motor Company expects its 
dealers to advertise. That is, within 
bounds.” 

This statement, defining the com- 
pany’s attitude toward the several 
sectional campaigns now being con- 
ducted by dealer organizations and 
leagues of dealer organizations, was 
made to ADVERTISING AGE this week 
by a high Ford advertising executive, 
who refused to reveal his identity 
for publication. 

Interpreted as meaning that the 
Dearborn company no longer dis- 
approves of dealer cooperative ad- 
vertising, this declaration was taken 
to signify a positive intention on the 
part of the company to foster such 
campaigns, while at the same time 
regulating them. 

ADVERTISING AGE interviewed the 
Ford official following the statement 
of Tracy-Locke-Dawson, Inc., Dallas, 
Tex., agency handling the coopera- 
tive account of a group of Texas 
and Oklahoma dealers, that “ac- 
cording to a new publicity plan of 
the Ford Motor Company, each dis- 
trict will conduct its own advertis- 
ing.” 


Does Not Affect National Copy 


The Ford official said the Texas 
agency statement was not to be 
interpreted as meaning that the 
Ford Motor Company was ceasing 
national advertising and shifting the 
burden entirely upon dealers. He 
explained that “whatever advertis- 
ing dealers desire to do has no bear- 
ing upon our national advertising 
policy.” 

There are, moreover, no definite 
sectional lines which dealer groups 
must follow in organizing for ad- 
vertising, the Ford man said. They 
can organize for that purpose ac- 
cording to any geographical ar- 
rangement they care to make, he 
said, and they have full right to re- 
tain any advertising agency they 
desire. 

The “regulation” aspect, it was 
evident, will have to do not with or- 
ganizing for advertising, but with 
the copy themes used. With several 
dealer campaigns and the national 
campaign going on simultaneously, 
the Ford Motor Company, it was 
made clear, does not relish the pros- 
pect of possible contradictory copy 
themes. This does not mean that 
the company will censor dealers’ 
copy before it appears. It means, 
rather, as the Ford official explained, 
that the company will furnish deal- 
ers with “whatever information they 
desire” for formulating advertise- 
ments. 

Dealer Stunts Continue 


In the meantime, the numerous 
controversies which have sprung up 
between dealer organizations of all 
low priced cars gathered further mo- 
mentum here with the banding to- 
gether of more than 600 Plymouth 
dealers for the purpose of furnishing 
free taxi service to Detroiters dur- 
ing September. 

The group has decided to place 
over 200 specially painted demon- 
strators, bearing the legend, “Ply- 
mouth Courtesy Car—Ask for a 
Ride,” at the service of local _resi- 
dents. Cruising the streets, they 
are at the disposal of anyone who 
wants to use them. Going where di- 
rected, no matter what the destina- 
tion, they virtually form a fleet of 
taxis without meters. 

The move is a counter attack on 
the policy of local Ford dealers, who, 
as described in the Sept. 9 issue of 
ADVERTISING AGE, have designated 
September as “Ford V-8 Month” and 
are giving customers of a downtown 
department store free rides home. 


Plymouth dealers are using a 


three-times-a-week radio program, 
spot announcements several times a 
day, extensive direct mail, and gay 
showroom displays to merchandise 
the unusual feature to the public. 


Factory Helps 


In addition the manufacturer is 
supporting the program with large 
local newspaper space, and one Ply- 
mouth advertising official intimated 
that if the local project proves suc- 
cessful, similar plans will be sug- 
gested to dealers in other cities. 

First newspaper copy, which ap- 
peared Monday, pictured the cruis- 
ing cars and suggested: 

“Just say, ‘Hey Plymouth.’ If the 
driver is going in your direction— 
climb in, and he'll take you there. 


No charge. 
“Ride to work... via Ply- 
mouth. In the morning—at night— 


hail one of these cars anytime—and 
get a Plymouth ride. 

“Let Plymouth take you shopping! 
Signal a courtesy car—and _ the 
driver will set you down at your 
destination.” 

Other copy pointed out that the 
cars were put on the street to dem- 
onstrate at first hand the many Ply- 
mouth features, and also declared 
that Chrysler Corporation has the 
largest payroll in Detroit, and em- 
ploys more men than any car builder 
in the city. 

With the local situation furnish- 
ing plenty of excitement for dealers 
and manufacturers, reports continue 
to pour in of still more exciting ad- 
vertising appearing throughout the 
country. 


Enters New Territory 


The Fergus Motor Company, 
Lewiston, Mont., Ford dealer, for in- 
stance, bought a full page in the 
Lewiston Democrat-News to repro- 
duce a handbill circulated by the 
Chevrolet Company of Bismarck, N. 
D., in full, and then refute every 
statement in it. 

“There comes a point where claims 
and adjectives and all advertising 
hysteria disappears in its own fog,” 
the copy was headed, and it was 
frank to the point of harshness in 
refuting the statements ‘of the Chev- 
rolet dealer’s circular. 

McCann-Erickson, Ince., is the lat- 
est agency to come to the aid of 
Ford dealers. The San Francisco 
office of the agency is handling a 
campaign for the authorized Ford 
dealers of California, Nevada, Ari- 
zona, and southern Oregon, while 
advertising of other Ford dealers in 
the middle west is also being handled 
by this agency. 


Rollins and Three 
Writers Join Mathes 


Carl Rollins, account executive 
with N. W. Ayer & Son, Inc., for 13 
years and associated with several 
leading magazines prior to that, has 
joined J. M. Mathes, Inc., New York, 
as account executive. 

Mrs. Eleanor Choate Hill, John 
MecManemin and Alfred Reginald 
Allen have been appointed to the 
agency’s copy department. All were 
formerly with the Ayer agency. 


Three Appoint Grey 


Tao Tea Company, Tao tea balls, 
and the Beatol Automotive Products 
Company, Beatol crankcase drainer, 
both of New York, have appointed 
the Grey Advertising Service, Inc., 
New York. 

Prudence Mutual Benefit Associa- 
tion, Jersey City, N. J., is another 
new client. 


Has Quality Exhibit 
Marshall Field & Co., Chicago, is 
showing an exhibit of quality goods 
in its retail store to impress upon 
the public the fact that not all mer- 
chandise has been built to price 
standards during the past few years. 


Named for “Outdoor Life” 


Paul A. Meyers of Cole & Meyers, 
Inc., Chicago, who for the past three 
years has represented Sports Afield, 
has severed his connection with that 
publication, and his firm is now rep- 
resenting Outdoor Life. 


Sims to Chevrolet 


Frank Sims, formerly director of 
advertising and sales promotion, 
Dodge Brothers Corporation, has 
joined the advertising department of 
Chevrolet Motor Company, Detroit. 


Uses Heavy Promotion 


To introduce its new magazine, 
Radioland, Fawcett Publications, 
Minneapolis, used space in 101 news- 
papers throughout the country, and 
also used 34 Catholic newspapers to 
eall attention to an article describing 
the career of Father Coughlin, well 
known radio commentator. In addi- 
tion, page space in the publications 
comprising Fawcett Women’s Group 
was used. 


Danziger Joins 
Golden State 


Nathan Danziger, formerly sales 
promotion manager for Langendorf 
United Bakeries, and more recently 
director of marketing of San Fran- 
cisco Examiner, has been named 
manager of merchandising service 
of Golden State Company, Ltd., Cali- 
fornia dairy product manufacturer 
and distributor. 


Lerner Publishes 
Packaging Monthly 


Mel Publishing Company, Stam- 
ford, Conn., of which Milton E. Ler- 
ner is head, has launched Automatic 
Packaging, a monthly magazine de- 
voted to machine packaging. 

The publication’s advertising rep- 
resentatives are Ralph C. Sullivan 
and Carl L. Walker in New York 
and Wm. F. Kentnor in Chicago. 


Fight Neon Sign Law 


Sign makers and advertising inter- 
ests of New Jersey have joined hands 
to seek repeal of a law passed in 
June which compels use of a device 
on Neon signs which greatly in- 
creases the cost of manufacture and 
maintenance. If the law cannot be 
repealed, it is planned to contest its 
constitutionality. 


Gardner Promoted 


Donald W. Gardner, a member of 
the staff of N. W. Ayer & Son for six 
years, has been named account rep- 
resentative in the Boston office of 
the agency. 


Baldwin’s New Work 


W. L. Baldwin, formerly advertis- 
ing director of the Alabama Power 
Company, has been named public re- 
lations director of the Gay Teague 
Hotel, Montgomery, Ala. 


Engravers Study 


New Plate Uses 
At Conference 


Chicago, Sept. 14.—The report og 
Commissioner Louis Flader on the 
preparation and presentation of q 
code of fair competition feature 
the annual meeting of the America 
Photo-Engravers Association lag 
week-end. 

While a master code for the entire 
graphic arts will be adopted, each 
division will have its own code. The 
public hearing on the general code 
will be held in Washington next 
week, with hearings on the division 
codes immediately thereafter. 

The chief resolution adopted by 
the association said that it is ap 
parent that relief plate-making and 
letterpress printing have by wn 
means reached their maximum de. 
velopment. It urged members to be 
on the alert to the possibilities of 
halftone printing on uncoated and 
rough stocks. 

Officers and executive committee 
members were re-elected. Adolph 
Schuetz, of New York City, is presi- 
dent; Peter Schotanus, Detroit, first 
vice-president and Al Hoffman, San 
Francisco, second vice-president. 


Flader Continues 
Printing Series 
Because of the unusual interest 
aroused by the invitation recently 
sent out by American Photo-Engray. 
ers Association, Chicago, in which a 
fine screen halftone was printed on 
rough paper with water color inks, 
Louis Flader, commissioner of the 
association, has developed a_ series 
of five mailing pieces advertising the 
association’s annual convention, in 
which 120-screen halftones are 
printed on rough paper, with unusu- 
ally good results. 


Change Portland Addresses 


More than 600 streets and 100,000 
street numbers have been changed 
in Portland, Ore., as the result of 
placing a new system of names and 
number into effect in the city. 
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MILL& FACTORY 


A CONOVER-MAST PUBLICATION 


205 E. 42nd St., New York City . . «~. 333 N. Michigan Ave., Chicago 
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OW, at no increase in cost, you can place your 
advertising on select pages of news photos—in Chicago's 
imost productive advertising medium. 
| With the September 10 issue, the Chicago Sunday 
iTribune launched an innovation in newspaper-making 
which steps up to even higher levels the result-getting 
power of advertising inChicago’s most popular newspaper. 


@ Timely Aid! 


At a time when all aggressive manufacturers are improv- 
ing their Dna to meet and stimulate demand, the 
Chicago Tribune leads the way among American news- 

apers in making advertising more productive under the 
increased load it is asked to carry. 

News photographs get immediate, interested attention. 
Gallup and other surveys conducted among readers of all 
ages and levels of family life reveal the unique power 
of news pictures. Advertisers recognize the value of the 


photograph—and the current multiple unit layout is 
emphatic evidence of its selling effectiveness. 


@ Service Background! 


For years, as a service to its readers, the Chicago Tribune 
has made steadily increasing use of news pictures in its 
columns. In 1922 the Tribune began daily publication of 
a back page of news photos, in addition to the pictures 
throughout the paper. In 1932 a full page of photos made 
its bow in the Los so sports section. 

In May of this year two inside pages of the main news 
eve of the Sunday Tribune enone out in news 

otos. 
, Last Sunday two full pages of news photos were added 
to the Metropolitan section of the Sunday Tribune. All 
while there has been a marked increase in the large 
quota of photos carried throughout the news columns 
of the Sunday Tribune. 
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@ Admit Advertisers! 


Now, for the first time, the Chicago Tribune makes 
advertising available on news photo pages. Advertising 
is being accepted for appearance on the news photo pages 
in the Metropolitan section. 

At no premium above the regular cost of black-and- 
white, run-of-paper advertising, you can frame your 
selling messages in a setting where they will receive 
high-spot attention from 50% of all the families in 
Chicago and suburbs. 

In addition, they will reach 250,000 families of the same 
high type living in towns and cities adjacent to Chicago. 


@ Get Details Now! 


The time to take full advantage of this new selling force 
is now. Ask a Tribune representative to give you com- 
plete information. 


CHICAGO TRIBUNE 


The World's Greatest Newspaper 
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ELEGANT LUCKY 
GALS TURN OUT 
TO BE MODELS 


New York, Sept. 14.—The search 
for beautiful women which preceded 
the recent campaign on Lucky Strike 
cigarettes did not encompass society 
and the stage, as the advertising 
reader might be inclined to think. 

Advertising men who jumped to 
the conclusion that George Washing- 
ton Hill and Lord & Thomas execu- 
tives had scored another beat in in- 
ducing sheltered young ladies to face 
the vulgar public eye for the sake of 
their favorite cigarette can now 
know the truth. 

All but one of the bewitching, un- 
known beauties whom _ thousands 
tried to identify are professional 
models who will respond any day in 
the week to a call from a New York 
studio. The extraordinary results 
were due to planning and the pains- 
taking attention to detail in execu- 
tion. 

The campaign was based on the 
theme that women of exquisite 
purity, elegance and daintiness de- 
mand their own attributes in a cigar- 
ette, and the clincher in each adver- 
tisement was the photograph of a 
young woman in whom these quali- 
ties were conspicuous at a glance. 

The plan was approved with the 
thought in mind that professional 
models among the unknowns, if se- 
lected with an eye to spirituality and 
intelligence, as well as regularity of 
features, and photographed with the 
same care exercised in the filming of 
movie stars, could be made to appear 
exotically beautiful and quite unlike 
advertising models. 

The achievement was made pos- 
sible by the close cooperation of Mr. 
Hill and his agency associates, 
photographers, outside stylists and a 
leading women’s magazine. 

The first step was a diligent search 
through the files of the magazine and 


HOW LUCKY STRIKE DEPICTED "CLASS" 


a number of photographic agencies. 
Models were chosen not only for the 
qualities of distinction desired but 
for fundamental suitability to the 
costume proposed. 

A strict control over the whole 
process was maintained by a censor- 
ship committee, which comprised not 
only the advertising personnel of the 
company and the agency men but 
outside stylists, including Antoine of 
Saks, responsible for hairdressing, 
and other specialists. Several models 
often posed for the same picture, and, 
in some instances, after the subject 
was selected the trial work was dis- 
approved. ; 


Discusses Cigarette’s Merits 


Unlike the sugar-coated summer 
campaign, the current series of 
Lucky Strike advertisements go di- 
rectly to the subject of the cigar- 
ette’s merits, presenting briefly facts 
relative to quality ingredients and 
workmanship. 

The place of the glamorous en- 
dorsers has been usurped by a photo- 


A DAILY 


$21 HOTELS 


“Registered” through 
its columns 


That so many hotels, in all 
parts of the world, advertised 
last year in The Christian 
Science Monitor is a fact of 
interest to all Advertisers. 
People who are able to travel 
are able to buy. Furthermore, 
Monitor readers, in making 
their purchases, as in plan- 
ning their trips, make Moni- 
tor advertisements their guide. 


NEWSPAPER 


FOR THE HOME 
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CHRISTIAN SCIENCE 
MONITOR 


Published by The Christian Science Publishing Society 


Boston, Massachusetts 


Branch Offices: New York, Detroit, Chicago, St. Louis, Kansas City, San 


Francisco, Los Angeles, Seattle, Miami 


. . London, Paris, Berlin, Florence 


graph of a tobacco plant showing 
the center leaves comprising “the 
cream of the crop.” Regiments of 
Lucky Strikes marching into the 
pictures, all identical, serve to drive 
home the point that “every step in 
the making of a Lucky Strike is a 
step toward uniformity.” 

Copy to appear later in the series 
is expected to describe some of the 
60 precision instruments used in the 
manufacture of Lucky Strikes. 


The campaign might weil be 
termed the “Always Campaign” for 
all advertisements emphasize the 


three-line slogan: “Always the finest 
tobaccos, always the finest work- 
manship, always Luckies please!” 


Program in Fifth Year 


“Women’s Magazine of the Air,” 
western NBC program, sponsored by 
a number of advertisers, is starting 
its fifth year. A new sponsor is 
Tillamook County Creamery Associ- 
ation, and others renewing are 
Paraffine Companies, G. W. Caswell 
Coffee Company, D. Ghirardelli & 
Co., Safeway Stores Inc., S. O. S. 
Scouring Pads, and Sperry Flour. 


New System at School 


The “case system” of teaching ad- 
vertising is being used at the Uni- 
versity of California Extension Di- 
vision, San Francisco. Students will 
map out and conduct model cam- 
paigns under the leadership of Herb- 
ert Hilscher, J. Walter Thompson 
Company, J. E. Patterson, Patterson 
& Sullivan, and K. C. Ingram, Lord 
& Thomas. 


Trade Mark Law Studied 


The joint legislative committee for 
revision of the trade marks law of 
the state of New York will hold a 
public hearing in the assembly room 
of the Merchants Association of New 
York in the Woolworth Bldg., Tues- 
day, Sept. 19, at which various pro- 
posals for amending the present law 
will be studied. 


Names Representatives 


Earl Mitchell, San Francisco, has 
been appointed to represent The 
Farm Journal in California, and W. 
F. Coleman, Seattle, formerly with 
Blanchard-Nichols-Coleman, has been 
named Oregon and Washington rep- 
resentative., Willis Osborn will con- 
tinue to represent The Farm Journal 
in the south and southwest. 


Adams Heads B. B. B. 


Flavie C. Adams, advertising di- 
rector, Fidelity & Columbia Trust 
Company-Citizens Union National 
Bank, has been elected president of 
the Louisville Better Business Bu- 
reau, succeeding Frank T. Buerck, 
Commercial Lithographing Company. 


“Pacific” Started 


Ronald D. L. Kirkbride, Santa 
Barbara, Cal., author and aviator, 
has announced plans for a new lit- 
erary magazine, Pacific. 


With Benton & Bowles 


Robert E. Lusk, formerly publicity 
director for L. Bamberger & Co., 
Newark, and before that with R. H. 
Macy & Co., and numerous agencies, 
will join Benton & Bowles, New 


York, as account executive Sept. 18. 


MODIFICATION 
OF SECURITIES 
ACT IS SOUGHT 


(Continued from Page 1) 
president of the association and ad- 
vertising manager, Bankers Trust 
Company, who responded, were the 
first of a number of speakers who 
touched alternately upon phases of 
bank advertising and the injustices 
wrought by ill-conceived legislation 
during the several general and de- 
partmental sessions. 

Among those whose specific discus- 
sion of the securities act was heard 
with great interest were Arthur 
Dean of the legal firm of Sullivan 
and Cromwell; Robert E. Christie, 


Jr., Dillon, Read & Co., and Phil 
Hanna, Chicago Journal of Com- 
merce. 


“Laws and regulations cannot of 
themselves assure safety, a _ high 
standard of service or helpfulness to 
the community,” declared Mr. Pier- 
son. “Capable management and ad- 
herence to time-tested principles can- 
not be legislated into banking.” 
Changing the subject to bank ad- 
vertising, he continued: 

“There has never been a time when 
financial advertising has been read 
with more care. The public wants 
to know more about banking than 
it does and will give a hearing to 
what we say. Now is our opportunity. 
Let us use it so that it may count in 
the years to come.” 

Mr. Lyon viewed banking and 
financial legislation of the past year 
as a sharp spur to hasten better ad- 
vertising performance and voluntary 
reformation within the field. He ad- 
vocated self-regulation of the bank- 
ing business and the appropriation 
of a part of the individual advertis- 
ing fund for some form of cooper- 
ative educational advertising. 

In Mr. Dean’s opinion, the entire 
theory of the securities act should 
be revised so as to be based on what 
is pertinent and relevant, instead of 


a, 
— 


distrust and suspicion. Included jp 
the amendments which he considere 
essential was one simplifying the re 
quirements with respect to prog 
pectuses and advertisements. 

“Too much emphasis is placed gp 
the liability of those concerned rathe 
than on the merits of the security? 
he said. “At present the data rp 
quired in the advertising is so voly 
minous the investor will lose sigh 
of essentials in a mass of detail,” 

That the policy of watchful waiting 
adopted by most investment houses 
since the passage of the act does no 
appeal to his firm was made plaip 
by Mr. Christie. 


“The Ship Must Sail” 


“We look upon the act as a new 
chart which has many unfamiliar fea. 
tures,” he said. “Because of them 
some of our traditional methods of 
navigation may have to be changed 
It may be that the government itself 
may want to do some dredging at cer. 
tain points and remove some of the 
rocks which may impede normal 
navigation. 

“It is our duty to adjust ourselves 
to the law. Mistakes in the chart 
ean be corrected, but the ship must 
sail. 

“My firm welcomes regulations 
compelling the utmost publicity 
which may disclose the elements of 
risk, as well as the elements of 
strength, in any proposed new issue 
of securities. 

“I feel safe in asserting that, no 
matter what may be the peculiarities 
of the new securities act, no matter 
what its virtues or defects, the in 
vestment banker must feel a renewed 
sense of social responsibility.” 

Mr. Hanna characterized the se 
curities act as the second noble ex- 
periment, but ventured the opinion 
that pressure already being brought 
to bear by the investing public, as 
well as financial interests, would 
bring about modification in less than 
15 years. 


Clarke Appointed 
Edward T. Clarke, with offices at 
1236 Standard Bank Bldg., Cleve 
land, has been appointed Ohio rep- 
resentative of Federated Sales Serv- 


ice, Boston. 


needs in years! 


Delivered to 


World-Herald. National 


and Nebraska. 


_one mighty sweet market ! 


1. More Men to Work 
2. Increased Wages 
3. New Farm Wealth 


Millions of dollars in new farm and city wealth 
.. . folks able to spend ... to supply the greatest 


That’s the set-up in Omaha—with one of the 
country’s great newspapers to carry your message into 
91% of the homes in this city. 


Omaha Homes by Carrier 


Omaha homes, for 25 years, have preferred the 
World-Herald. Omaha retailers, for 25 years, have 
placed most of their advertising budget in the 


TWICE as much space in the World-Herald as in 
any other Omaha newspaper. 


The World-Herald will do a great job for you in Omaha 
Write for complete data. 
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August 24, 1933. 
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@ trust which the 


Mr. Thomas H. Beck, President 


editors of Collier’s 
ro SB gn Piedag Sag oy 
ew issue e ew 
that, ensuite are discharging ably 
liarities Dear Mr. Beck: 
” the It was a natural step for us aaa and honorably” 
renewed der for full-page advertising n 
S to place our orde 
- ” Oollier's. ‘ 
nnn Your publication has by — ae » 
rete eition of importance in guiding a 
iblic, as rigen to a gr tteped of people throughout aon 
would thoughts of m trust which the edito 
ss than ad this leadership imposes a d honorably. In 
of Collier's are discharging ably an rly defined 
eo g when the goal is none too eget Roop pace 
1 eater ore 2 is not a beaten peta, en Hn 
on : 
ae has eerved as a reliable direc 


important 
eel that we have made an “ 
decision in Bh our association with Collier's 


Yours very truly, 
OAMPBELL SOUP COMPANY, 


Al&urvaue 


President. 
AcDib 


In answer to Collier’s request for permission to re- 


print his letter, Mr. Dorrance replied: “There is no 
objection. 


that the present noticeable improvement in business 
is only a start. To Prepare for further increases The 
Campbell Soup Company has arranged to expand 
its advertising materially. Collier’s has earned its 
Place as a vital part of these new advertising plans.” 
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CROWELL PUBLI 


Our letter was written as a spontaneous 
expression of the progress Collier’s has made and is 
continuing to make... We have every confidence 
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FUEL ARGUMENT 
WAXES HOT IN 
CHICAGO AREA 


Gas Advertising Starts Oil 
and Coal Barrage 


Chicago, Sept. 14.—The current 
effort of People’s Gas Light & Coke 
Company to make gas the favored 
fuel for house heating in the Chicago 
area has stirred up a battle between 
advocates of gas, oil and coal heat 
which threatens to leave the pros- 
pective purchasers groggy from a bar- 
rage of B. T. U.’s, therms, terms, 
costs, and what not. 

While the local gas company, as 
previously reported in ADVERTISING 
AGE, is carrying on a campaign of 
extraordinary size and intensity to 
point out that gas is now available 
for home heating “at new low cost,” 
and that the necessary mechanical 
equipment may be purchased on 
small monthly payments, the Chi- 
cago Coal Merchants Association is 
using large space in local dailies to 
reaffirm that “coal heat still costs 
less.” 

“Why do substitute fuels carefully 
avoid mentioning costs except in the 
most general of terms?” the coal 
men’s copy asks. “Simply this: coal 
heat costs less, much less.” 


Enter Technical Terms 


At this point in the copy an aster 
isk deflects the reader’s attention to 
a footnote, which announces: “It 1s 
conservatively estimated, that for 
every ton of coal you burn, you 
would need 210 therms of gas and 
have to pay for a burner besides.” 

Returning to its main theme the 
copy continues: “Why pay more 
when there is no safer, more depend- 
able, quieter, evener heat than coal 
heat? It can be burned automati- 
cally just as any other fuel, if that 
is what you want. For economy, 
stick to coal or coke.” 

But if the reader neglects to follow 
asterisks and has therefore failed to 
gain some slight knowledge of B. T. 
U.’s and therms from the coal adver- 
tising, he has plenty of other chances 
in oil burner copy. 

Williams Oil-O-Matic Heating Cor- 
poration, Bloomington, Ill. brings 
the matter to his attention with 
three-inch high letters in local 
dailies. “Home owners! Ask for o 
B. T. U. survey on heating costs,” it 
thunders. 

“Lumber is measured by the board 
foot—sugar by the pound—cloth by 
the yard—but the standard measure- 
ment of heat is the British Thermal 
Unit, or B. T. U.,” the copy points 
out. “Regardless of fuel used, the 
price you pay to heat your home de 
pends entirely on the number of 
B. T. U.’s required and how much 
they cost. 

“There are 100,000 B. T. U. in a 
‘therm,’ which is the measure by 
which automatic heating, other than 
oil, is sold. The lowest household 
price of such heating, per therm, is 
seven cents. 


Gives Comparative Figures 


“There are 142,000 B. T. U. in a 
gallon of ordinary (No. 3) fuel oil, 
costing 5%, cents. This is at the rate 
of four cents per 100,000 B. T. U., as 
compared with seven cents. 

“Figure it on any basis—by the 
day, by the year—oil heat is still the 
lowest cost automatic heat obtain- 
able! 

“What will it cost to heat your 
home? What do you get for your 
money? Certainly, you want auto- 
matic heat. But, don’t buy it blindly, 
trusting to the mere unproved claims 
of those whose primary business is 
to sell fuel.” 

Added to this a box placed prom- 
inently in the copy exhorts the 
reader to “Keep your independence! 
Buy your fuel in a market where 
open competition insures lowest 
prices.” 

Quoting identical figures on the 
B. T. U. content of oil, copy headed 
“Home Owners! Important!” and 


signed by Peter Sampson, president 
of Sampson Electric Company, Quiet 
May oil heater distributor, is even 
more specific. 


Gives Season Costs 


“Two thousand gallons of such oil 
at 5%, cents per gallon, normally 
sufficient to heat an average seven- 
room home, costs $115, and will pro- 
duce 284,000,000 B. T. U.’s,” Mr. 
Sampson says. 

“To produce the same number of 
B. T. U.’s with gas at the minimum 
present rate costs $198.80. In other 
words, the same number of British 
thermal units can be produced with 
automatic oil heat at a saving of 
$83.80, or more than 42 per cent. 
And you are not obligated to buy 
your fuel from one source. Oil is 
not a monopoly. You can buy it any- 


where. Because an open market ex- 
ists for it, you can always buy it at 
an advantageous price.” 

Although presumably vitally inter- 
ested in the local controversy, full- 
page newspaper copy for General 
Electric Oil Furnace, run over the 
signature of the local distributor this 
week, avoided most of the points 
brought out by other oil burner or- 
ganizations, possibly because copy 
was not written exclusively for local 
consumption. 

The General Electric copy dwelt 
with the superior qualities of its fur- 
nace, as compared with other oil 
burners, and its consequent saving in 
operating costs. A considerable por- 
tion of the copy was devoted to 
pointing out that the G. E. oil fur- 
nace is a complete heating unit, and 


ee 


not a device which is installed in a 
furnace originally designed for use 
with some other fuel. 

Timken Silent Automatic Com- 
pany also took cognizance of the 
local situation in copy appearing in 
newspapers this week. Pointing the 
same more that it is B. T. U.’s that 
count, the copy not only asserted 
that “it costs you only half as much 
per B. T. U. to buy the oil used by 
the Timken Wall-Flame as it does to 
buy gas,” but also that “three out 
of five Timken users say from actual 
experience, ‘Timken oil heat costs 
less than coal.’” 


Erz with Commercial 


Albert Erz has been named sales 
manager of Commercial Malt Com- 
pany, Detroit. 


Before 


‘for 1934 Linage Service 


———, 


Network Gets Two 


The “Center of Population Group” 
of radio stations, comprising WSy, 
Nashville, WHAS, Louisville, and 
WCKY, Covington, has announced 
that Crazy Crystal Company of Kep. 
tucky has contracted for a 52-week 
six-day program over the network, 
Early and Daniel Feed Company, 
Cincinnati, has also taken time over 
the new hookup. 


Form Direct Mail Club 


Direct Mail Advertising Club of 
Chicago has been organized by Nor. 
man Ventriss, sales promotion man. 
ager of Munising Paper Company, 
410 N. Michigan Ave. Douglas Doo. 
little, president, Doolittle & Co., has 
been appointed temporary chairman 
of the group, which will meet every 
Thursday noon at Hotel Sherman. 
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NRA Quotes Lineage as 
Business Barometer 

The national recovery administra- 
tion this week referred to newspaper 
advertising lineage as “one of the 
most accurate business barometers” 
jn announcing results of a survey of 
advertising in 25 large cities. 

Total lineage in these cities showed 
an increase of 16 per cent in August 
over the same month of 1932, the 
NRA statement declared. 


Club Seeks Members 


Medinah Michigan Avenue Club, 
occupying one of Chicago’s most im- 
posing club structures, used large 
space in local dailies this week in 
an effort to add to its membership 
roster. The cost of the space was 
underwritten by more than 150 of 
the club’s members. 


Blue Eagle Not 
Needed on Food 
Packages—AAA 


Washington, D. C., Sept. 13.—In a 
statement made public last week-end, 
the agricultural adjustment adminis- 
tration urged manufacturers and dis- 
tributors of food products not to em- 
ploy the blue eagle of NRA on labels 
of individual containers designed for 
retail sale. 

The AAA request follows the re- 
cent ruling of NRA that packers and 
canners of manufactured food prod- 
ucts will not be expected to label 
individual containers with the em- 


blem, but must stamp or brand the 
blue eagle on the outside shipping 
container. 

“The reason for today’s request,” 
the AAA announcement said, “is the 
increased cost to the consumer, in- 
cluding the farmer, which will be in- 
volved if the practice of some manu- 
facturers of foods in labeling indi- 
vidual containers with the national 
recovery act emblem should spread 
through the whole industry. 

“The increase in cost to American 
consumers, who already are com- 
plaining of retail prices, is estimated 
at many million dollars annually, 
should the practice become general.” 


“Times” Suspends 
The Danville, Ill., Times, a daily, 
has suspended publication. 


Not Representative 


In a recent issue of ADVERTISING 
AGE it was erroneously reported that 
Alexander Rattray had been ap- 
pointed northern California repre- 
sentative for Pit and Quarry, Chi- 
cago. Mr. Rattray is not connected 
with the publication. 


Angelus to Kirkgasser 


Angelus-Campfire Company, Chi- 
cago, has appointed George J. Kirk- 
gasser & Co., Chicago agency, to di- 
rect the advertising of Angelus 
Marshmallows. 


Agency for High Life 


Miller High Life Beer, Milwaukee, 
has placed its advertising with 
Cramer-Krasselt Company, of Mil- 
waukee. 


An 


vertiser for each publication will be shown as well as total monthly expendi- 
tures and accumulative totals for all publications. 


included. 


The National Magazine Division for 1934 will 
show each month the complete advertising schedule by months to date of issue 
for each advertiser in each publication. Accumulative expenditures by ad- 


The section devoted to the monthly analysis of 
magazine advertising will be enlarged to include monthly comparative and 
accumulative comparative figures for each publication, showing both linage and 
revenue with percentages of increase or decrease. Comparable data on number 
of pages, number of color pages and number of advertisements, etc., will be 


The break down into product classifications of 
the advertising volume carried in each publication will include for each classifi- 


cation monthly comparative data both in linage and in revenue. 


Division, will provide an incomparable linage service. 


about it. 


SS 


The various features of the service, some of which 
are exclusive witn NAR, combined with this enlarged National Magazine 
Let us tell you more 


Chicago 


The Advertising Record Co., Inc. 


43 E. Ohio St. 853 Broadway 


New York 
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NRA TO HATCH 
LITTLE SISTER 
TO BLUE EAGLE 


Chicago, Sept. 13.-—A new eagle is 
being hatched by the NRA, and the 
right to display it will be bestowed 
on those helping to finance the cost 
of administering the codes, Blackwell 
Smith, chief of staff of the legal di- 
vision, NRA, told the American 
Trade Association Executives at their 
convention at the Edgewater Beach 
Hotel today. 

The new bird will probably be an 
adaptation of the blue eagle now so 
generally flaunted, Mr. Smith indi- 
cated. He said it “will draw a clean 
line between the full cooperators and 
the non-cooperators.” 

The legal expert, who flew from 
Washington to keep his engagement 
with the trade association executives, 
was somewhat unflattering in his 
references to many of the codes sub- 
mitted to the NRA. Too many, he 
hinted, attempt an “unfair use of 
codes of fair competition.” 


Too Much Unfairness 


Enlarging on this theme, he said 
that some codes had branded the use 
of trading stamps or premiums as 
unfair competition. Some smaller 
dealers, unable to use newspaper ad- 
vertising to advantage, have gone so 
far as to declare that such action by 
others constituted unfsir competi- 
tion. 

Many codes have stamped the com- 
petition of prison-made goods as un- 
fair. 

“The legitimate end of codes is to 
eliminate the advantage held by con- 
vict-manufactured goods,” explained 
Mr. Smith. “This may be done by 
providing that such goods shall be 
plainly stamped to indicate their ori- 
gin and that they shall not be sold 
below a certain price.” 

The NRA, he continued, is a test 
of whether a_ delicately-balanced 
business machine can be directed and 
governed—‘whether we can run our 
own affairs,” or whether the machine 
is to do the running. 

In this attempt, any legitimate aim 
of business can be achieved if the 
brain power is available. He em- 
phasized that the government’s aim 
is to preserve complete freedom of 
competition through a minimum 
price structure or in some other way 
—possibly creation of an average 
price. 

The consumer must be protected, 
he asserted. While the anti-trust 
laws have been suspended during the 
emergency, the government insists 
that there shall be no monopolistic 
practices within or without the codes. 

Some codes have attempted to ex- 
terminate consumers’ cooperative or- 
ganizations, he said. The NRA is not 
prepared to declare such set-ups 
worthy of death. On the other hand, 
it may require them to operate on a 
competitive. basis. 

Other codes which he condemned 
were those which attempt to guar- 
antee profits—forbidding sales at any 
price which will not yield the seller 
a fat margin. 


Two Join Mitchell-F aust ; 


Gets Kingsbury Account 


W. K. Bowden, formerly with Chi- 
cago Tribune and San Francisco Exr- 
aminer, and more recently an adver- 
tising counselor in Sheboygan, Wis., 
has joined the staff of Mitchell-Faust 
Advertising Company, Chicago. R. 
A. L. Herwig, formerly with Blackett- 
Sample-Hummert, Crowell, Crane. 
Williams & Co., Charles H. Touzalin, 
and Lord & Thomas, has also joined 
the agency. 

Kingsbury Breweries Company, 
Manitowoc, Wis., has placed its ac- 
count with Mitchell-Faust. 


Offers Congratulations 


Gunther Brewing Company, Balti- 
more, ran large copy in all newspa- 
pers in Virginia after a beer bill had 
been signed in that state, felicitating 
the people on the state’s action. I. 
A. Goldman & Co., Baltimore, placed 
the copy. 
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Enjoins Use of “Rogers” 

The U. S. District Court for the 
southern district of Michigan has 
enjoined Rogers National Distribu- 
tors and Rogers Silverware Distrib- 
uting Company, of Toledo and De- 
troit, from using the word Rogers in 
advertising, and from implying that 
its product has any connection with 
the silverware merchandised under 
the Rogers name by International 
Silver Company. 


Tobias Heads New Agency 


Phil W. Tobias, formerly presi- 
dent of Allan N. Moore, and Wilson 
Barrett, who was also with Allan 
N. Moore, have formed the agency 
of Phil W. Tobias and Associates, 
with offices in Kalamazoo and Grand 
Rapids, Mich. 


Brewer Appoints 


Advertising of the Griesdieck- 
Western Brewery Company, Belle- 
ville, Ill., maker of “Stag” beer, has 
been placed with Nelson Chesman & 
Co., St. Louis. Full pages in news- 
papers in ten states will be used, as 
well as posters, radio, and point-of- 
purchase material. 


To Paris & Peart 
G. M. Cleland, formerly with 
Montgomery Ward & Co. and Me- 


Cann-Erickson, has joined Paris & 
Peart as assistant to Anton Kemp, 
art director. 


School to Brearley 


Gaines School, New York City, 
has appointed Brearley Service Or- 
ganization to direct its advertising. 


Lewis in New Post 


Stanley M. Lewis, for twelve years 
with Evans-Winter-Hebb, and more 
recently head of his own studio, has 
joined Jickling & Dow, Detroit, the 
name of which has been changed to 
Jickling, Dow & Lewis. 


Turner Appointed 
James H. Turner Advertising 
Agency, Chicago, has been named to 
handle advertising of Hong Kong 


Food Products Company, Chicago, 
maker of a line of Chinese food 
products. 


Lewis in Detroit 


E. St. Elmo Lewis, advertising and 
sales counsel, has moved his office 
from Philadelphia to 139 Taylor 
Avenue, Detroit. 


Book Studies Consumption 

‘The Behavior of Consumption in 
Business Depression,” by Arthur R. 
Tebbutt, has just been published by 
the bureau of business research of 
Harvard Graduate School of Business 
Administration. The book analyzes 
statistics to prove that at the bot- 
tom of the depression the consump- 
tion of basic items dropped not more 
than ten per cent below 1929 figures, 
so far as quantity is concerned. 


Hasty in N ow Post 


John Eugene Hasty, formerly 
with Bernsten & Livingston, and 
McCann-Erickson, San Francisco, and 
then a free lance radio continuity 
and production man, has been made 
production manager of MacGregor & 
Sollie, Inc., San Francisco transcrip- 
tion firm. 


NOW A BOOK-LENGTH 
store value is printed in Redbook each month in 
addition to the regular contents. Result? More 
readers for your advertisement, longer life for your 
story, more action from your prospects. 


Paste versus Powder 
or 


THE STRANGE DEBATE 
BETWEEN A 
LADY AND A SHADOW 


N THE mind of Mrs. Orville J. Dunk, 

standing at the drug store counter, is re- 
enacted a debate which took place in the 
Dunk mansion the night before. 


Mr. Dunk: “How about getting some of 
that new Filmoff Tooth Powder?” 


Mrs. Dunk: “Filmoff? I read Dentaglo Tooth- 
paste is better for your teeth.” 


Mr. Dunk: “Fooie! I'd rather stick to some- 
thing I know. Better buy our old brand again 
—Pearlette Toothpaste.” 


And so the Dunks do not experiment today. 
Mrs. Dunk plays safe with Pearlette—the 
kind they both know and approve. 


At every sale the shadow of the husband— 
invisible to the clerk but very real to the wife 
—stands ready to express his preferences and 
prejudices. Have you convinced Mrs. Dunk? 
You have sold only half the family. And 
that is true whether you sell toothpaste or 
radios, food or automobiles. 


Tell your story where husbands as well as 
wives can see it. And tell it where it will have 
the long life that only a monthly magazine 
can give. In Redbook you can talk to wives 
and husbands for less than it costs to reach 
men or women alone through one-sex media. 
Sell the family and you sell all. Redbook 
Magazine, 230 Park Avenue, New York City. 


NOVEL, a $2.00 book- 


SHADOW OF A MAN STANDS BEHIND EVERY WOMAN WHO BUYS f 
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PEN WITH NINE 
POINTS WAHL’S 
NEW CHALLENGE 


Has Unlimited Uses, Adver. 
tising Declares 


Chicago, Sept. 14.—After _ tests 
which convinced the company that 
it has a product with a new and uni. 
versal appeal, The Wahl Company 


=|has released a magazine and news. 


paper campaign on its adjustable 
point Eversharp. 

The new Wahl fountain pen has 
nine adjustments which can be made 
by a novice without effort. The 
point consists of a specially cop. 
structed nib on the top of which a 
tiny slider moves over nine notches, 
This slider automatically controls the 
breadth and flexibility of the point, 

An investigation into the writing 
habits of hundreds of people led the 
company to conclude that all styles 
of writing fall into nine classes or 
thicknesses of line. Therefore, it be. 
lieves, the Eversharp Adjustable Pen 
will suit any style of writing. A 
woman may write a delicate femi- 
nine line or a man may use a bold 
masculine stroke—hboth with the 
same pen. 

Multiple Uses 


Perhaps the strongest sales point 
will be the general utility uses of the 
new pen. The point may be adjusted 
to fine figures for check stubs and 
bookkeeping, again for heavy print- 
ing on packages and labels, and 
again for other uses which demand 
different points. 

The new pen is designed in the 
Doric style made famous by Ever- 
sharp and in five smart colors—jet 
black, Cathay green, Kashmir green, 
Burma green and Morocco red. 

For the present The Saturday Eve- 
ning Post is the only magazine on 
the list, with the possibility of others 
being added. A number of metro- 
politan newspapers will carry 600 
and 750-line copy at frequent inter- 
vals until the first of the year. Both 
rotogravure and black and white will 
be used. 

The magazine copy features such 
celebrities as Fontaine Fox, the car- 
toonist, and Theodore Lightner, fam- 
ous bridge player. Fox will admit 
that he has at last found a pen he 
can sketch with, while Lightner will 
confess he has found the all-round 
pen he has been looking for. Others 
to be seen in the advertisements are 
Claudette Colbert, Helen Twelvetrees 
and Ricardo Cortez. 

Special attention has been devoted 
to the packaging of the new pen. A 
cover of salmon suede effect fits on a 
frosted glass base, completing a pack- 
age of great beauty. Among dealer 
helps offered is a flasher unit, telling 
the story of the new pen by copy 
panels which are lighted progres 
sively. Dealers are reported to be 
enthusiastic over the new pen, which 
they believe will help win favorable 
attention for higher-bracket prod- 
ucts. 

Young & Rubicam is the Wahl 
agency. 


Avocado Growers of 
Two States Join Hands 


A new national calavo and avo- 
cado marketing program, whereby 
the Calavo Growers Exchange of Los 
Angeles will also handle the entire 
crop of the Florida Avocado Grow- 
ers’ Exchange through its eastern 
and midwestern offices has been an- 
nounced by George B. Hodgkin, gen- 
eral manager of the California group. 
Approximately 75 per cent of the 
combined Florida and California 
production is affected by the new 
marketing arrangement. 


O-Cedar Names Price 
O-Cedar Corporation, Chicago, ‘has 
appointed John F. Price, of the L. W. 
Ramsey Company, as advertising and 
merchandising counselor. A car card 
campaign has been released to Bar- 
ron G. Collier, Inc. 


Septe 


: S : ¥ ‘ Ae 2 i . . i . % i 
: : . ‘ 
Ee ee ae 
2 a - i — 

* Po | 

ears ee ——————————————— ae 

gua —— Seem - 

ya By Aig ae ————— + 

part ss _ , 
ae toe Res z= ) } = oe ete F 
ei. } $ ; | | ee A... 

i eae ‘ ~~ : a ir. 
i - ! eee: “os 2S An 
ae | : ah ha ae oly ~ Eee 

es rc 5 ; Bee cae | % x = ‘the ae . ‘ Aik ae 
per i at: ae eat Voie 
ZF peat pee = " = Ap. 

4 eee Fe ae — ee =e eo 
a otal Caen ox 7 i . ee a te ee 
PO Ear , : a om ee eR fer 2 i. aF tt em : o. 
enc tes 7 he RRR aor ES suelo F os = a - } 
Speak 4 ca ree: Aga patos tea | uw + ae : es 
SS eee “i - a cena ! “MY Ye, oF fern Hae 
Sere i aera! Neg ae 8 a ; tea iil 4 
; a eh x i si oy Bu ~>, “ if 

é eee Ra i) . Ba a a : 
noe ar oe ) oe > = 
Ei = ed An ed ere 4 ‘ is e | 

mise PAN: po Si eet ieee a _ bs E 

: f eu! Be te Se 4 
me : ss _, a et) We Been PRONE yi <p -s 
ati ile ENE ONGIaN gett a a x 

, “i : . 
3 3 4% i 
Zi ve ee ee : oe 3 ; 
7 J —— 4 — & , ’ i 
i FY ae Es | nerd a i 7 i 
: a ‘ Ba . 
4 - . ? ea 7 . Ps "et 
- oe phe : ; ¢ 
: = aa 7 ‘a . a é y 
ee we eo ah es = . ’ . - 
Spree sk so" = 3 g é 
7 - Pe aes ee, / - : : 
visas :  aaereres a. ae ; : 
~~ —_ mae se Sets ae ae ; 

mak eies i oe eas i 

ere on el ee Name ee : ue . SS f : C } ‘ 
: eee 7% . 
aS ; ise a, \ = 4 ‘ 

Matin: s sa cabs a ee a eC ee f 
pre et shay a : PrN ape ee 2 , . “ * 
pe ve A 0 ae Stee? me 4 j # ’ 

MT het : 2a ae Ree Se Ns Ba <a 
Ses eae abies a tale 6. eS ‘ a . 
‘ep =e ae PU ge eee ead) aie aie ae " a : 

hig ee a re : ss : 
POM es le oer kee a Ce Be : i i a 
oe game ae 7s) = recs ce Pe oo : nak Biss 
Oe Se Heer GO ee Sule nee ca 
: ee a2). aa ete ’ seta or 
? op ine bia “ene ala aR : ae * i 
ane ee Pe ai , 
Be pees pay an ee ve poe 2 ee a ay 
Beat NES aa ome A. i “| 
epee A Re cage a og i : : ‘§ 
Sane ee : er Ai 7a eee 4 . j ag : 
sae ia SY ast ow 7 
= he E * is 
: : eee oe a6 "e ities , ‘ e . 3 4 ; 
, ee 00 pee ea . é . 
with a eee ee ae x68 = : 
— SR eee x a . See a .. 
3 j S : ae ' 3 : 
ia coils te soot tcp eee a 4 j 3 

prank ee a ~~ 
ame CRT a AER, al + ; ip 
~— . Sey my at * mS ge es = 1 4 - ‘ a4 i ‘ s ¥ 5 2 . 

oe : 4. fort ) ¢ i Ff 
; i i die d > : ¢ 
an Me aes Sir es or) ae a =. «4 a ‘ 
nese) e es i » 3 § e 
‘ h ; . J : 
a be — . 4 ; a 7 
cee ee en age, Pe wee a : j 
eee Ve - Pie ‘ — es . 
i ; : [ars ‘ ‘ 
F ae a ‘. P ’ i 
sh Seidel: ie 4 = : 
Tra? 0. ae Bee ’ Es : ‘ ] { 
my GC ag hs 8 ea : i ” 4 
a poate ets a Shey ; i” ae i | 
a 4 fer ee ae ae Ae ee an ¢ * } 
Peers oe zt er ee : , 4 
- isi oie Crete Ea es a oe ee : } i ‘ 
| PE ¥ ‘i 3 ore faye , . = ron ue = ; 4 
eres eo hi Se ae pee ar Eres ae Peas * ’ j j 
yd 7 ae Tee a ” j 
beet aa is i = pee : 
oe iy cic taar Bia aes as 7) A ei “es i . . 
os es eee he ae : j ; . 
por egal eM fale § Se > ae ie > ‘ 
ie Ws a rig geal acy, eel peiy' a a ¥ : 
es a a SRI Sp ane Le i # ‘ wt 

oo ee ee eae Ge es . 4 see oe re 
ae c Ba ag a ee Ryko Ss a pe 2 a = 4 i ‘ ‘ 
ee ‘ rege hae we aS, * 1% inet fi £ oe * Bi : 

ee Ee eee: a os se & % 

ae ees See Sack. |” See a : * a. maining 
ay ib Nr aa Tap EE Bi ap 4 % 2 bi 4 , 
eg ote ane gh. J és & q S "4 
bi a Nii Goat ees FE” fx, Fes ee ‘ b Ze j Be A. 
: “ae es i 75 ‘eee tou.’ ale Gar a 
we: ak > “ ~ F 4 * ifs re ateg e os 4 e P .o * m4 
' ee cana A * : 4 ee ; ee a 4 4 ; : cS 3 a 
‘ F eS a cet F - — me. |} i " 
: ; er, 4 a ie i. pe ry | if Pag } : : ‘: 
ee eg * AX pS Re ‘tig & “ay 
: : Sisk tt . ‘ te Sas Z . % 7 
=. Sy a vey A yh oe howe a : 
* we e : § i VS 7 we yy r a <a is ae 
io ; ee, nat’ : ee 
ae — : ; 1 ENS a a Rc. a ‘or os 
te: P t > ~~ . ' i Cia F Z -S oy eke 5 ee ae 
oe J a Monae ; - Jy oat i - + a 
, - ¥ a ~~ ait See 7 ie ¥ 9 rt a fee 7 ‘ ; ae 
= . pa ef > atten ee” oa eh 7 ar Le at aay bane =. ae 
7, eo oe : He , a ys. ip 2 i ie ae : 
= ate ae ; enn, ask ti: a Wg, — cc aan 
mares 2 pene : BR tig He fi eM see — as. Sa 
- eae se La | q Ee 3 
; a ee a i? ena ete Cay. ‘ By aly 7 
a : P pe ’ By : ie om, ia wae . a 
c ; a ce ae, ; : , as : 
_ _ aa : ¥ - 
= “ie “te - 
— Rese ae . ’ < 
a ee / “y 
ee 7 ;! & ; ig a és . ie ee ey 
; oa (ea A y Rede i 
Sa ee iil SS. al 
ie . a 
Tae cane Se ri, Piaget | oe Oe oe Wo. - al ST en agg Meee Ohie't Stang aia on 40 TG | SOR EERE Reh ee Ata. eae ely ake 
: : NO gr ane ert ere Be ae) 9 1 ee ee yas ot ie a hae A Sa A A he Ree Se See ee ACE ot eet tae Gute 
; Me Be i> 7c eagles “aa it ain ore Aeenguag > 1: ay achat ty eae enaale Re Paes Sina ee SE Seek Mp meer eee Curt Sevag =! Megas ae ps 5 Lear oie Aarts eee Re icici ahs Been Ss : 
sights Pe eRe Prec se a : 2 hoa et Carus ho a ae ee Sk Been Ceek saa MET es PRES nes pee aye He cone ae aay a eee oe cee ite Saami sis ee es is nee 
ene ae nn ey eter eee Me ee le areca S <2 2 ce a oe le ae Pare a he eee 
Oe A cai o>: oo Alea See ee Lo Sean ees Bere. = 1: | a ese 1 OM cor we a 
ed 4) ; Os a a ee ts ee Pe) marae ee any fio Cee rig whe Stk it hve eeeee ag” hoe. a Ok ath aig = fn 
ge oe PY DER NA i 0 A Sy af Pie et ey ee cee Ee sd, TR Bees ee ee Me Sn eR 
Se re On ey hg onl et At ha, | Oe ee hl 


iver- 


tests 

y that 
id uni- 
m pany 
news: 
stable 


n has 
Made 
. The 
, Con- 
hich a 
»tches, 
ols the 
point. 
rriting 
ed the 
styles 
ses or 
it be 
le Pen 
: 
femi- 
a bold 
1 the 


point 
of the 
justed 
S and 
print- 
» and 
emand 


in the 
Ever- 
*s—jet 
green, 
q 

y Eve- 
ne on 
others 
metro- 
y 600 
inter- 
. Both 
te will 


; such 
ie car- 
, fam- 
admit 
en he 
r will 
round 
thers 
ts are 
etrees 


evoted 
en. A 
s ona 
. pack: 
dealer 
telling 
| copy 
‘ogres: 
to be 
which 
orable 
prod- 


Wahl 


ands 


| avo- 
1ereby 
of Los 
entire 
Grow- 
astern 
on an- 
1, gen- 
proup. 
f the 
fornia 
} new 


September 16, 1933 


ADVERTISING AGE 


13 


en 


— 


Positively, 


THIS 


NO PICTURES! 


OCCURS ALMOST EVERY BUSINESS 


ALL OVER AMERICA 


This Morning ®@ 


Mr. Seymour, Advertising Manager, Universal Baking Company: 


“John, our Vice President in Charge of SALES, tells me that 16MM SOUND ON FILM 
PROJECTORS HAVE BEEN PERFECTED. It is now possible, with one small, light-weight 
machine that can be set up ANYWHERE and operated by one man, to visualize and drama- 
tize our selling and advertising story. What do you think of it?” 


Mr. John J. Berrywinkle, Account Executive, C. C. L. and P. Agency: 


“Fine, fine idea, Mr. Seymour, I'll have our SPACE BUYER conduct a ‘Producer Survey’ and 
report his findings.” 


The Same Day @e 


Mr. Berrywinkle to his EXECUTIVE Vice President: 


“Seymour over at Universal wants to know about using talking movies to tell their selling and 
advertising story. I told him we would look into it.” 


The EXECUTIVE Vice President: 


“Now, John, they are getting too many ideas over there. That sort of stuff does not fit into the 
copy theme, besides the schedule is all made up, most of the copy is written and you know 
they will not spend any more money, especially this year. Didn’t we have a tough enough 
time selling ’em radio?” 


“For goodness sake, let’s not become involved with these ‘irresponsible’ commercial film pro- 


moters. Tell °em DIRECT MAIL will do the job better. Do your ‘survey’ and sell °em OFF.” 


Ten Days Latere 


Mr. Berrywinkle: “I’ve conducted a very exhaustive ‘producer survey’—will not bother you 
with the individual reports—YOU ARE TOO BUSY. Sorry to say they are ALL BAD. It 
seems that these commercial picture people don’t do enough business, in most cases, to justify 
their existence with the result that, unfortunately, they must be classed as promoters. Be- 
sides, these commercial film people are not capable of producing something in keeping with 
the DIGNITY of our advertising job—and—and-—and—” 


Mr. Seymour: “Oh yes, THE DIGNITY—I'll tell our Vice President in charge of sales about 
that! Thanks and forget it!” 


em 


DAY 


The production and exhibition of business motion pictures is a highly specialized work. 


Nineteen years of honest, aggressive effort have been devoted to the development of our job 


and the protection of our clients. 


TODAY,—our organization provides a COMPLETE Service from script to audience— our 
product does an outstanding selling job for its users, equalled by few and excelled by none. 


CASTLE FILMS 


PRODUCERS — DISTRIBUTORS — EXHIBITORS 


BUSINESS MOTION PICTURES 


R. C. A. BUILDING 
ROCKEFELLER CENTER—NEW YORK CITY 
PACIFIC COAST: Claus Spreckels Building, San Francisco, California 
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public, $15,427, 


increasing rate. 


reach them continuously. 


Wash., Del., N.C 


and others oe bois the week's total to $20,586,000. 


and materials? Write to 330 W. 42nd St., 


week ending Sept. 14 


Type of Work Value For Awarded to 

ET aa wees 6s $ 105,000..R. Bradley Realty Co............ Leo Post 

Bridges ....... 172,308 ..West Va. St. "7 SIRs oon udsaa Separate contracts 

Malt House ... 250,000..Albert Schwill & Co............. James Stewart & Co. 

Sanatorium ... 675,740..Dept. Health, Albany, N. Y...... J. Weinstein & Rubin 

Corp. 

ae 1,000,000 ..Pan-American Airways ......... Fred Howland, Inc. 

(Sen ee eS ee Separate contracts 

Brewery ...... 500,000. .Leis Brewing Co................ W. W. Lauer Constr. Co. 

Dormitory ee. Ralph Solhett & Sons 
ae 4,882,496..W. Va., Minn., Wisc., Texas, 


seccesseceseese Separate contracts 


There are tens of thousands of engineering and contracting firms like the above 
bidding on construction work of this type. 

ing News-Record and Construction Methods. 
on the projects that federal funds and private financing are making possible at an 
Do they know about the cost-saving features of your equipment 
New York, and see how little it costs to 


"s advertising time in 


5 oa NEWS- RECORD 


Private contracts, $5,159,000; 


45,000 of them are readers of Engineer- 
They are the men who are estimating 


Saturday night Barn Dance to an 
NBC network, beginning Sept. 30. 
Wade Advertising Agency, Chicago, 
is in charge. 


New Job for Martinez 


Albert M. Martinez, an agency man 
formerly connected with Erwin, 
Wasey & Co., Ruthrauff & Ryan, Inc., 
and Wales Advertising Company, has 
joined Conquest Alliance Company, 
New York. 


Searle With WIBW 


Don Searle, who was general man- 
ager of KOIL for eight years, has 
been named general manager of 
WIBW, the Capper Publications sta- 
tion in Topeka, Kan. 


Phelan in Milwaukee 


J. P. Phelan, former Chicago rep- 
resentative for Rudolph Mosse, Inc., 
has joined Freeze-Vogel-Crawford, 
Inc., Milwaukee, as head of the new 
public relations department. 


treicher, Boston. This agency has 
been appointed to handle advertising 
of Harvard Brewing Company, Low- 
ell, Mass. 


Names Lewis-Waetjen 


E. Griffiths Hughes, Inc., Roches- 
ter, N. Y., has appointed the Lewis- 
Waetjen Agency, Inc., New York, to 
direct radio advertising of Kruschen 
Salts. Test campaigns are under 
way. 


Cigar Firm Appoints 
Advertising of J. Mazer Sons Ci- 
gar Company, Detroit, has been 
placed with Brooke, Smith & French, 
Detroit. A special campaign for the 
Cadillac cigar, a new product, was 
released Sept. 15. 


Lewis in New York 


Wilbur Lewis, account executive 
with Badger & Browning, Boston, 
has been transferred to the New 
York office. 


Geared for 


Today’s Tempo 


UALITY plates speedily delivered .. . that is Rapid’s watchword. 


That is the secret of Rapid’s growth. That is why many concerns, 
from the largest to the smallest,turn to Rapid—and why they 


almost invariably remain patrons of The Rapic Electrotype Company. 


The 


When you go to Rapid, your | 
electrotyping problem ceases 
so far as you are concerned 
Rapid not only makes good 
plates faster; Rapid is able to 
handle every phase of pro- 
duction and delivery. Rapid 
will send the plates where they 
are needed (if it is to every 
paper in the country) when 
they are wanted. Try Rapid - 
next time. 


RAPIDchini 


The Largest Plate Makers in the World 


BRANCH OFFICES 


New York, Chicago, Philadelphia 


Eight-Hundred-Ton Molding Presses in the Rapid plant 


W. H. KAUFMANN, President 
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Extend Program Menadier Joins D. & O. JOINS DISTILLER 
The Dr. Miles Laboratories, Elk- Arthur Menadier, formerly with ————— 
important construc- hart, Ind., makers of Alka-Seltzer} Louis Glaser, Inc., has been named 
tion contracts awarded tablets, are extending their WLS |account executive with Dowd & Os- 


Walter T. Palmer, who has been 
named general sales manager of 
Schenley Products Company, one 
of the largest of American distillers, 


Palmer Placed 
In Charge of 
Schenley Sales 


New York, Sept. 14.—Walter T, 
Palmer’s appointment as_ general 
sales manager of the Schenley Prod- 
ucts Company is accepted as eyvi- 
dence that the company plans to be 
come a leading advertiser of spirits 
following repeal. 

Mr. Palmer, who began his new 
duties this week, was the first adver- 
tising manager of Lever Brothers 
and played a prominent part in in- 
troducing Lifebuoy soap and the 
company’s other products in the 
United States. 

For the past 12 years he has been 
general sales manager of the Russell 
Manufacturing Company, makers of 
Rusco brake linings. He built the 
replacement department, which he 
organized, to a national sales volume 
of many million dollars a year, em- 
ploying 250 salesmen and 40,000 out- 
lets. 

The Schenley Products Company 
has 14 subsidiaries, including sales 
organizations, and its distilling units 
are now making 33 per cent of the 
whiskey being manufactured legally 
in the United States. Its importing 


subsidiaries handle several score 
famous brands of liquors, cordials 
and wines. 


Mr. Palmer is organizing a large 
advertising and sales staff in antici- 
pation of early repeal. The com- 
pany’s big inventory of whiskeys and 
spirits in storage places is in splen- 
did condition with respect to future 
sales. 

The New York office of Lord & 
Thomas, Inc., has been appointed to 
direct advertising of the Schenley 
companies. 


Dickinson Is President 


Roy Dickinson, who has been with 
Printers’ Ink for 15 years, has been 
advanced from vicepresident to 
president of the company, succeeding 
John Irving Romer, who died re 
cently. G. A. Nichols, managing edi- 
tor, has become editor, C. B. Larra: 
bee is managing editor, and Andrew 
M. Howe has been promoted to asso 
ciate editor. 


A. D. Parsons Starts 
Specialized Agency 

Allan. D. Parsons has established 
an agency at 646 N. Michigan Ave 
nue, Chicago, to specialize in dental 
advertising. 

He is handling the account of 
Goldsmith Brothers and the dental 
advertising of the Chicago Wheel & 
Mfg. Company, among others. 


Rates, Circulation Up 


Following the addition of over 
10,000 new subscribers during the 
past eight months, Motor, New York, 
has advised advertisers and pros: 
pects that advertising rates will be 
increased. The print order on the 


paper is now over 58,000, with the 


renewal percentage over 70. 
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D.M.AA.TO HEAR 
“BRASS TACKS” 
TALKS AT MEET 


Chicago, Sept. 14.—With a list of 
speakers comprising outstanding 
jleaders in advertising and direct 
mail, and an attendance of over 
2,000 anticipated, the sixteenth an- 
nual sales conference of Direct Mail 
Advertising Association, to be held 
at Hotel Sherman here, Sept. 26-29, 
promises to be one of the most im- 
portant conferences this group has 
ever held, and one of the outstanding 
advertising meetings of the year. 

Three general sessions and six de- 
partmental sessions are included in 
the program, which has been com- 
pleted except for one or two speak- 
ers. It follows in detail: 


BETTER LETTERS CONFERENCE 
Wednesday, September 27 


Subject for discussion: ‘‘Twenty- 
four Costly Mistakes in Business Let- 
ters and How to Correct Them.” 
Chairman, L. E. Frailey, director of 
personnel, Ralston Purina Company, 
St. Louis. 

“Correcting Mistakes in Planning 
the Letter,” B. N. Mills, secretary, 
Bankers Life Company, Des Moines, 


la. 
“Correcting Mistakes in Craftsman- 
ship,” Alta Gwinn Saunders, Univer- 


sity of Lllinois. 
“Correcting Mistakes in Attitude,” 


Hale Nelson, advertising manager, 
Southwestern Bell Telephone Com- 
pany, St. uis. 

GENERAL LUNCHEON MEETING 
Chairman, put L. Wight, presi- 
dent, D. “ A., advertising man- 
ager, United .o Envelope Com- 


pany, Springfield, Mass. 

“The New Deal What It Means to 
Your Business,”’ Malcolm Muir, deputy 
administrator, NRA (tentative). 

“Adjusting Your Marketing Pro- 
gram to a Planned Economy Basis,” 
speaker to be announced, 

“Where Direct Mail Fits Into the 


New Picture—and How,” Homer J. 
Buckley, president, Buckley, Dement 
& Co., Chicago. 


“The Consumer Looks at Advertis- 
ing,” Strickland Gillilan. 


MARKETING CONFERENCE 
Thursday, September 28—0:30 A. M. 
This marketing conference will be 
in the nature of a round table discus- 


sion of sales and advertising prob- 
lems arising out of the national re- 


covery act. Chairman, E. St. Elmo 
Lewis. 
Subjects to be discussed: “Sales and 


Advertising Problems Arising Out of 
the Industrial Recovery Act and How 
They Will Affect Your Business”; 
“The Growth of the Voluntary Chain 
and Its Effect on Sales Policies’; 
“Will the Wholesaler Sustain His 
Place in the New Distribution Sys- 
tem?”; “Reconstructing the Sales 
Force to Meet Changed Conditions”; 
“Using Direct Mail to Increase Sales- 
men’s Production’; “Stimulating 
Salesmen Through Planned Sales Ac- 
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At this skyscraper hotel, 

In the social centre over- 

looking Central Park, 

ll will find pleasant 
+... cool restful 

nights. 

$3aDay - $17 a Week 

and up for single room, 

Drivate bath, -. For 
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CENTRAL PARK SOUTH, N. Y 


& 


Guest Roof Deck. 


tivities”; “Why Salesmen Fail and 
What Can Be Done About It.” 
Discussion leaders: J. A. Fitschem, 


general manager, Wisco Hardware 
Company, Madison, Wis.; D. E. Mac- 
Vannel, sales manager, Holeproof 
Hosiery Company, Ltd., Canada; A. E. 
Schwarz, sales manager, Minnesota 
Northern Power Company, Minne- 
apolis; J. R. Hopkins, sales manager, 
Chicago Belting Company; W. Paul 
Ferris, sales manager, Blackhawk 


Mfg. Company, Milwaukee; R. C. 
grove, manager refrigeration depart- 
ment, Westinghouse proatete & Mfg. 
Company, Mansfield, 


DEPARTMENTAL SESSIONS 
Four departmental sessions will be 


Cos- 


held simultaneously on Thursday 
afternoon. 
ADVERTISING SALESMANSHIP 
CONFERENCE 


Chairman, George L. Willman, sales 
counselor, Chicago. 

“Common Mistakes of a Man Selling 
Advertising,” speaker to be an- 
nounced. 

“The Organized Basis of Approach 
in Selling Direct Mail,” Joseph C. 
Gries, vice-president, Manz Corpora- 
tion, Chicago. 


“Fallacy of the Competitive System 
of Buying Direct Mail,” E. M. Orron, 
advertising manager, U. S. Gypsum 
Company, Chicago. 


INDUSTRIAL ADVERTISING 
CONFERENCE 

Chairman, G. D. Crain, 
lisher, ADVERTISING AGE. 

“Reaching Executives Through 
Direct Mail,” Herbert W. Stoetzel, ad- 
vertising manager, Republic Flow 
Meter Company, Chicago. 

“How Direct Mail Can Be Used Ef- 
fectively with Publication Advertis- 
ing,” Ralph Leavenworth, general ad- 
vertising manager, Westinghouse 
Electric & Mfg. Company, East Pitts- 
burgh, Pa. 

“How Industrial Advertising Execu- 
tives Are Meeting Today’s Marketing 
Challenge,” Forrest U. Webster, ad- 
vertising manager, Cutler-Hammer, 
Inc., Milwaukee. 


RETAIL ADVERTISING 
CONFERENCE 

Chairman, G. Ray Schaeffer, adver- 
tising manager, Marshall Field & Co., 
Chicago. 

“Making Merchandise Move at Re- 
covery Act Prices,” Dr. Alfred P. 
Haake, managing director, National 


Jr., pub- 


Association of Furniture Manufactur- 
ers. 

“How Direct Mail Can Be Made to 
Defeat Price Cutting,” Marshall B. 
Cutler, advertising manager, J. 
Smith Shoe Company, Chicago. 

“Direct Mail as the Most Effective 
Insurance for Store Prestige,” speaker 
to be announced, 


DIRECT SELLING CONFERENCE 

Chairman, John A. Smith, Jr., ad- 
vertising director, Frank E. Davis 
Fish Company, Gloucester, Mass. 

“Testing—The Key to Successful 
Mail Selling,” Elon G. Borton, director 
of advertising, LaSalle Extension 
University, Chicago. 

“Plus Profits from Your Mailing 
List,” J. C. Staehle, office manager, 
Chicago Mail Order Company 

“Mail Selling Tests ton Should 
Make in Your Business,” M. B. Salis- 
bury, vice-president, Postal Life & 
Casualty Insurance Company, Kansas 
City, Mo. 


GENERAL SESSION 
Friday, September 20—9:45 A. M. 


Chairman, William H. Sleepeck, 
president, Sleepeck-Helman Printing 
Company, Chicago. 

“The Advertising Appropriation— 


How to Apportion It,” Chas. J. 
Crockett, sales counselor, Detroit._ 

“How Frigidaire Uses the Mails to 
Build Business,” F. R. Pierce, sales 
manager, Frigidaire Corporation, 
Dayton, 

“Catalog Copy Writing and How It 
Mikes for Success or Failure,” Clyde 


Bedell, advertising counselor, Chi- 
cago. 
Friday Afternoon 
Chairman, Charles S. Watson, ad- 


vertising manager, Goodyear Tire & 
Rubber Company of Canada. 

“Writing Advertising Copy to Fit 
Changing Conditions,” Harry N. Bat- 
ten, vice-president, N. W. Ayer & Son, 
Philadelphia. 

“New Trends in Typography ane 
How They Affect Direct Mail,” J. 
Frazier, editor, Inland Printer, Chie 
cago. 

“Increasing Returns by Stepping 
Up Paper Quality,” speaker to be an- 
nounced, 


Brewer Names Kay 


Advertising of Magnus Beck Brew- 
ing Company, Buffalo, has been 
placed with H. Tyler Kay, Buffalo. 
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Re lecting a Success -ssfuil Hitht 


OZZ 


In the August advertising record of the St. Louis Star and Times, 
is reflected the improvement in business generally since 
the Blue Eagle appeared upon the nation's horizon. 


This newspaper gained substantially over August, 
1932, in every major division of advertising—retail, 
general, automotive and classified—showing a..... 


GAIN OF 85,992 LINES 


in Total Paid Advertising 


Through the application of such greater business-building efforts, 
loyal and alert retailers and manufacturers lend strength to the 
wings of the Blue Eagle . . . and for themselves earn a deserved 


Authority: Media Records, Inc. 


reward in mounting sales. 


A In August, 1933, the ‘SN 
St. Louis Star and 
Times carried the 
largest vo!ume of 
National Advertising 
of any August in the 
history of this news- 
paper. 

—(From figures compiled 


by Star and Times Sta- 
\\ tistical Department). 


la 


ST.LOUIS STAR“dimes 


National Advertising Representative 


—GEORGE A. McDEVITT CO. 
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Vitamin ‘D’ 
Milk Campaign 
Waged by Dean 


(Picture on Page 20) 


Chicago. Sept. 14.—First on the 
market with a process developed and 
owned by Columbia University, Dean 
Milk Company has launched an ag- 
gressive local advertising campaign 
for Dean’s Vitamin D Evaporated 
Milk. Newspapers, radio and pos- 
ters are being used. The Vitamin D 
is extracted from cod-liver oil, but 
does not affect the taste, odor or ap- 
pearance of the milk. 


Accepted by A. M. A. 


The advertising, handled by How- 
ard H. Monk, advertising agent of 
Rockford, Ill. has been given a 
strong medical flavor to carry con- 
viction to mothers. The copy car- 
ries the “accepted” seal of the Amer- 
ican Medical Association. It is also 
tied up with some recent comment 
by Dr. Herman N. Bundesen, presi- 
dent of the Chicago board of health, 
who emphasized the value of Vita- 
min D in milk intended for babies. 

The Dean Milk Company is also 
one of the sponsors of Dr. Bunde- 


sen’s health talks over Station WLS 
every morning from 9 to 10. 

Evaporated milk has been re- 
garded as one of the staples of the 
grocery business and for that reason 
the sales aids ordinarily used for 
other grocery store products have 
been employed only in rare instances. 
The Dean Milk Company is paying 
special attention to this angle, hav- 
ing developed display cartons which 
make a brave showing in _ stores. 
The “Folder-Holder” is another sales 
help packed in each case, accom- 
panied by attractive holders, giving 
the retailer a counter display of 
minimum size and maximum attrac- 
tiveness. 


Ruebel With Ross-Gould 


Daniel A. Ruebel, who has been a 
member of the faculty of the school 
of business administration at Wash- 
ington University and president of 
the Advertising Club of St. Louis, 
and is now chairman of the pub- 
licity committee of the NRA in St. 
Louis County, has joined the Ross- 
Gould Advertising Agency, St. Louis. 


Ad Club Meets 


The Pittsburgh Ad Club held its 
first meeting of the season Sept. 12, 
following closely with a roundup and 
rodeo at the Alpine Valley Country 
Club, Saturday, Sept. 16. 


Editors, Salesmen Discuss 
Codes and Advertising 


A joint meeting of the Business 
Editors’ Association of Chicago and 
the Dotted Line Club, composed of 
A. B. P. advertising salesmen, was 
held Sept. 11 to discuss the effect 
of the various NRA industry codes 
on advertising and editorial activi- 
ties in the business publishing field. 
The discussion was led by E. T. 
Howson, Railway Age. 

It was generally agreed that ad- 
vertising volume is increasing as 
business improvement, stimulated by 
the recovery program, continues. 
Some delays in releasing schedules 
were ascribed to the discussions of 
codes and the fact that not all have 
yet been finally approved. 


Chicago Women to Seek 
Advertising’s New Path 


The opening meeting of the 1933- 
34 season of Women’s Advertising 
Club of Chicago, to be held Sept. 19, 
will be featured by a panel discus- 
sion on “Where Is Advertising Going 
in the Next Twelve Months?” 

The discussion leader will be Lyn- 
don O. Brown, assistant professor 
of marketing, Northwestern Univer- 
sity, and other speakers will include 
Emmons P. Carlson, sales promotion 
manager, National Broadcasting 
Company, and Arthur Cole, Need- 
ham, Louis & Brorby. 


ake reservations 
now for the 


REGONIAN 


COOKING SCHOOLS 


SEPTEMBER 26-29 
OCTOBER 24-27 


school with a City-Wide Baking Contest in which 
products of exhibiting advertisers will be used. 


Background: For 11 consecutive years The Ore- 
gonian Cooking Schools have been the high spot 
and meeting ground extraordinary for Orego- 
nian food advertisers and Oregonian readers. 
Continuity: Oregonian Cooking Schools are 
one link in a chain forged during the year by 
this newspaper’s Home Economics Department 
between Portland’s able-to-buy families and 


Oregonian food advertisers. 


Personnel: The 1933 cooking schools are under 
the personal direction of Jeannette Cramer, 
head of The Oregonian Home Economics 


Department. 


Interest: Although capacity crowds are expect- 
td, The Oregonian will build further interest in 
the first school by a Menu-Planning Contest, 
with $1000 in merchandise prizes; in the second 


Merchandise prizes of $1000. 
Co-operation: Each participating advertiser 


may avail himself of the services of The Orego- 
nian Merchandising Department in obtaining 
grocery window tie-ups and in otherwise insuring 


suitable publicity through trade channels. Effec- 


tive newspaper publicity and broadcasts over 


the schools. 


The Oregonian radio station KGW will support 


Basis of Participation: Open to all regular Ore- 


gonian food advertisers whose schedules call 


for the use of 3000 lines or more during the year. 
Not less than 750 lines must be used during the 
course of the school in which the advertisers’ 
products are on display. 


The Opportunity: To increase sales in an important market. Act now. 
The first school is only 10 days off. Air mail or wire instructions direct to 
The Oregonian, your Portland representative, wholesaler or food broker. 


Che Oregonian 


PORTLAND, OREGON 


J. T. CROSSLEY, Advertising Director 


National Representatives, VERREE & CONKLIN, 


EHCos 


New York, Chicago, Detroit, San Francisco 


National Color Representatives, ASSOCIATED NEWSPAPER COLOR, Inc. 
San Francisco, New York, Chicago, Detroit, Los Angeles 


Oo 


N B Oo F A M ER 


I C A’S 


GRE5A FE 


NEWSPAPER S&S 


Standard 


American Mercury 
Atlantic Monthly 
Current History 
a Eee 
Golden Book 
Dl -svccecneasedes 
Review of Reviews .... 
Scribner's 


Total group 


General 
AUIOTEGRR cccrcesccssss 16,274 18,515 
American Boy ......... 3,891 6,529 
American Girl ......... 3,173 2,511 
American Golfer ....... 6,819 6,420 
American Home ....... 9,142 5,566 
Arts & Decoration ..... 10,234 6,594 
A. “e be adis eee ake eaten bene 4,130 
Better Homes & Gardens 11,890 10,693 
i BM «pt eetonsanne 6,533 9,641 
Ce ED ok epcassesnar 4,357 5,677 
Christian Herald ...... see 8,706 
College Humor ........ eee 5,797 
COMMOnOnitem .cccccccse 21,443 21,009 
Cee BAGO ccnccccces 19,257 
Extension Magazine .... 8,267 .355 
PUNE ccanvaveessabre 22,120 27,492 
Golf Illustrated ....... KS 8,057 
Tree 4,919 5,942 
Home & Field ......... 9,333 7,844 
House & Garden ....... 19,615 17,899 
House Beautiful ....... 6,035 7,600 
POON 60 45500.0805 0 ae 9,179 
NE Sia kW to BiG Ale east 4,537 °4,496 
Pn ete aa aal és. 06 e'Ka60> 5,487 6,708 
Modern Mechanix ...... 9,416 6,021 
Motion Picture ........ 13,105 15,209 
3 ee | oooe 34,706 
National Geoxraphic.... 4,224 4,781 
Nation’s Business....... 14,556 15,982 
ey Be “cieceeadecas 3,546 6,092 
Eo hd 659-44 we 15,708 15,364 
Physical Culture ....... 8,608 8,241 
er ees sexe. See 
Popular Mechanics..... 10,654 9,413 
Popular Science......... 5,383 7,712 
SO eer 13,375 12,181 
ly NS a6 <0 0-6 wa 6 4 1,129 3,037 
Scientific American..... 2,569 3,230 
eee >, 267 7,461 
rr eae 7,883 
a ge 6,276 7,083 
BiiveF BCOTOen. ... 6.000% babe 6,985 
EL, 6 44.4 Ken k a0 11,013 16,667 
MEE 460305400 suns ces 4,035 8,052 
True Confessions....... 5,316 8,104 
True Detect. Mysteries. ree 2,107 
True Romances......... saa 4,990 
WU WINS oa cakaci cds 12,814 10,925 

TOtel GROUP 6 ..<6cccs 340,320 442,363 


—— 
LL 


SEPTEMBER ADVERTISING LINEAGE IN MAGAZINES 


Women’s 
Delineator .........++++ 23,112 23,008 
Parmer’s Wife. ....es< 8,718 7,489 
Good Housekeeping.... 37,656 38,783 
Harper's Bazaar........ 47,339 49,072 
PEE Senecenéseses 8,950 7,846 
a ot eee 9,228 9,517 
Ladies’ Home Journal.. 38,415 32.114 
McCall’s .....+0+++++++ 29,784 31,209 
Needlecraft ....ccccces 4,170 3,873 
Parents’ Magazine...... 11,933 13,826 
Pictorial Review........ 11,307 10,898 
Tower Magazines...... «+++ 10,607 
ZERO BEOCF. 0c cc ccccsces 19,715 15,599 
We Ke Goa we ndsceneses 60,842 59,085 
Woman's Home Compan, 33,030 32,398 
Woman's World........ 7,206 3,319 
Wotel GROUP... .cccses 351,405 348 559 
Outdoor 
Field & Stream......... 8,057 9,203 
Fur-Fish-Game ........ 5,045 6,144 
Hunter-Trader-Trapper.. 5,991 7,873 
Hunting & Fishing..... 4,644 4,712 
National Sportsman.... 6,960 6,023 
OCutsoer TAO... ccccecs 5,217 6,741 
Sports Aff\eld.......cee- 6,303 6,554 
TOGRE GOMED. 2 6 0 sceces 42,217 47,250 
Mail Order ' 
GEE acccasacececene 3,371 3,225 
Gentlewoman .......... 2,277 4,051 
GeO MAGPIORs 2c cc cccess 3,607 3,950 
~~ , Meer rerrerrrererT 9,906 14,793 
BONNE COPUED ov icce ccses 1,907 2,407 
eee a 2,360 1,673 
Illustrated Mechanics.. 1,423 1,187 
Mother’s-Home Life.... ine 2,972 
PRMAMENGRP séceccocesss 4,669 2,990 
Sovereign Visitor....... 754 1,081 
TOA GIOURs cc csscee 30,274 38,329 
Weeklies and *Semi- 
Monthlies 
American Weekly....... 48,218 42,774 
Business Week......... 16,955 11,916 
CS a ee 33,794 43,343 
WE: 6380.0 kb as 540485 6,193 9,464 
BEE 6 0.6 beu0s060800.2 14,927 14,372 
Literary Digest........ 18,039 16,229 
New Yorker............ 33,285 38, 


Saturday Evening Post. 
TG. cee ae ed 0.000 44045 
*Town & Country....... 


32,432 
17,265 24,368 


Total Group..........300,260 32 


*August figures. 

—National Advertising Records, Pub- 
lished by The Advertising Record 
Company, Ine. 


MONA LISA GETS 
SOME BEAUTY AID 


Chicago, Sept. 14.—Gilding the lily 
may be a silly and useless occupa- 
tion, but improving upon the work 
of one of the world’s greatest mas- 
ters of painting is proving both ex- 
citing and profitable for Maybelline 
Company and its agency, Phelps- 
Engel-Phelps, Inc., Chicago. 

Leonardo da Vinci spent four years 
painting the portrait of Mona Lisa 
and, though he pronounced it un- 
finished at the end of that period, 
it is safe to assume that he consid- 
ered the lady very beautiful and his 
work not bad. Maybelline had no 
quarrel with da Vinci’s ideal of 
beauty, but it believed that a little 
lily gilding would be very much 
worth while in this case. 

Hence it bought space in the cur- 
rent issues of Harper’s Bazaar and 
American Weekly to reproduce Mona 
Lisa twice: once as the Florentine 
depicted her, and once as she might 
have looked had she used Maybelline 
eyelash and eyebrow beautifier. The 
reader is allowed to judge the value 
of the added treatment for herself. 


Plenty of Response 


Appearance of the copy has cre- 
ated a deluge of “fan mail’ for the 
company, but, contrary to expecta- 
tions, not all of it is from irate lov- 
ers of art. Outraged citizenry has 
taken its pen in hand in large num- 
bers, it is true, to protest with great 
vehemence over the desecration of 
an almost sacred painting; but an 


almost equal number of readers has 
not only applauded the innovation, 
but has gone so far as to suggest 
other subjects for similar treatment, 
ranging all the way from Aurora to 
Marie Dressler. 

The company and its agency, un- 
perturbed by the criticisms and not 
too elated at the applause, are unde- 
cided about extending the series. 
They point out, however, that a care- 
ful check of wholesale orders follow- 
ing the appearance of the copy re 
veals a rather unusual upward surge. 


P 
Cleaners Appoint 


Lewandos French Dyeing and 
Cleansing Company, Watertown, 
Mass., has appointed Eddy-Rucker- 


Nickels Company, Cambridge, to di- 
rect its advertising. 


| Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2 


POSITIONS WANTED 
ADVERTISING SALESMAN 


A wide acquaintance central terri- 
tory (Cleveland, Buffalo, Cincinnati, 
Detroit, Pittsburgh) with 12 years’ 
experience on high grade industrial 
paper. Available for publisher or 
other wanting to build up this ter- 
ritory. Modest income to start. Best 
credentials. Address “Representa- 
tive,” 357 Bangor Bldg., Cleveland. 


sumers throughout Chicago and 


DIRECT TO 
THE HOME 


We carry your samples and advertising literature to con- 


sales expansion now, ask for details of this service. 


suburbs. If you are interested in 


ADVERTISING CARRIERS 


20 EAST 8'" ST. CHICAGO 
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—— | 
tensive training of the entire bank |tising, Mr. Puelicher pointed out that e ° Of the current total, $1,407,843 was 
ES f A A DISCUSSES staff after analysis of its services|past advertising has taken the form Radio Making carried by the National Broadcast- 
6 s 7 has been completed, so that the in-|of either an invitation or a financial ing Company, with $499,638 for Co- Paarl 
23,008 dividuals will know what to say to|statement. The invitation gives lit- Come-Back as lumbia Broadcasting System. The ees 
38m the public and how to say it. tle information. The statement is latter made relatively the better 
49,079 thoroughly informative to a few, but Autumn Nears showing, with about 94 per cent of 
7,846 A Good Combination is not comprehended by the majority the volume of August, 1932. NBC 
sane “The combination of good service, |of readers. carried about 80 per cent. 
31209 (Continued from Page 1) a sales-minded management and a| “How the character of bank adver-| New York, Sept. 14.—Radio, which More T ripti Used 
2823 today are aware that public relations trained organization should be the/|tising may be remedied should be|has been making a come-back since ee ee 
aan js a distinct branch of general bank underlying factors to provide the/the task of those employed to create| hitting the bottom of the shaft in Transcriptions are showing sur- 
10,607 operation, and that it calls for a basis of a complete new business|it; that it be remedied should be| April, scored further gains in Au-| prising vitality, National Advertis- 
15,592 | definite and distinct type of study, |@¢velopment plan which includes ad-/the duty of the officers of the bank,”| gust, according to National Adver-|ing Records’ check-up of the spot 
Py ambition and inherent ability in the | Vertising, personal selling by use of |Mr. Puelicher said. tising Records. The volume carried | broadcasting field reveals. Of 147 
“aa man Who handles it, exactly as the |the contacts of directors, officers and| The public, he continued, has ajin both chains was $1,907,481, com-|spot broadcasts checked by this au- 
—  ] work of a credit man or a trust of-|@™Ployes and publicity or ‘indirect |right to know what are simple, sound | pared with $2,285,680 in August, 1932. | thority, about one-fourth were trans- 
48,550 | fcer or a security analyst requires | Sélling.’” banking principles, how these oper-| This is a decline of only about $378,-| scriptions. A few advertisers are 
a distinct type of ability and experi-| Calling for more informative and|ate, and how these were carried out | 000, the smallest sustained by radio | using both live talent and transcrip- 
oan ence.” more easily understood bank adver-|in the disastrous years just past. thus far this year. tions for spot programs. 
Fe Advertising Is Different ee ee 
6,023 “ir. Pope stressed the fact that 
ia bank advertising and publicity is 
__ | distinguished from commercial pub- 
47,250 | licity by its long term aspect. He —_ 
, labeled attempts to apply commer- 
3,225 | cial advertising and publicity meth- sean, wows sores ae em 
jit | ods to banking as “ridiculous,” ex- — we is Chita. 
"7 cept in special contingencies such as ” ki 
‘Ser announcement of a service charge or e eee Pp AR MO INg Class 
1,673 | new facility offered by the bank. ~_ pROPHEctes + 
—_ A bank which expects its advertis- ~\ _— ==> 
2'99) | ing to be believed, suggested Mr. , Sao 
1,081 | Pope, must be careful and restrained ; s-==SSS 
Juan | in its statements, sincerely frank in ra SS 
““" | its attitude toward the public and —— =. et 
generous in its viewpoint toward _ mf Pee ee 
os competitors. SE oy 
iisis | The first requirement of the public ONSIDERS FILLINGS Sas: 
43,343 relations man, he added, is that he S L E E p | N G Fc s~=-5 
1138) | be competent to create “prestige” ' Ss . 
16299 | advertising which may be designed BEAUTY . FSS: 
38,521 } to secure better public understand- sSaesenes 
$2,956 | ing of banking and clearer recogni- re eerie eed 
24363 | tion of the strength and merits of} ff | = | Seesn~ so edb se you here selected ating. | == 
the bank itself. OY EVA WAGEL woLr Sac at 
327,540 A second qualification is that the ' =tisaaiss 
public relations man must know the = 
P channels through which to carry on state tree msg 
eh | his work; he must consider present = . 
customers first and above all; and he === 
___. | should not neglect to work with the a f A ; on aaa ke ‘ “ : 
sn bank's own personnel to make it an Md dee | my medag my mm Seasie ovchrowe'le just, what ¥ noch. "Bet pA Ay Cat Png 
: efficient new business asset and a My eyes are so brown the blue would won’t dye make the hair grow? Please us in the Cooking Class how to 
vation, strong influence in retaining old never do. Can I get a pattern of it?...” tell me what to use...” avoid it?... 
uggest | customers. a oe Se 
— Four steps in a confidence rebuild- I gt 
ing program for bankers submitted 
7, by Mr. Berger comprised the study 
4 on of banking functions, service by 
nae service; educating the entire organ- 
pasar ization from directors down in these 
care. | tunctions and services; advertising r 9 
ollew: these services according to season, 
py re market opportunity and competition; e OUSECWI1 e S e er @ @ @ 
surge. and coordination of the first three 
steps. 
Like Mr. Pope, he believes in ex- S ] ! 
and 1S 3 3 t Y e e 
rtown, 
ucker- 
to di- M E M O ‘ 
|e you’ve ever wondered whether there’s minute with the trend of fashion on the 
——= To: Stanley Resor any Canadian magazine which is vitally Avenue ... in cosmetics, in accessories. 
. interesting to the housewives of this rich The Style pages every month give the Miss 
From: Hotel Winthrop market . . . come up and read our mail! —6¢ Richmond Hill or the Matron of Regina 
ae A Then you'll know ...as we know in our news of what the grands couturiers decree 
wee, New partment daily work ... that the Canadian Home  milady shall wear. And the Butterick 
rates for advertising execu- Journal is a constructive force in 200,000 _ pattern service, which has the predominant 
n g tives. Canadian Homes. sale in Canada, helps a the things 
The Home Service Bureau not only she wants to moke hereet ote: 
tis 40 Tell is ae taff operates a model kitchen in which the In departments as in fiction, the command- 
mini ee ee ee “Cooking Class” articles are developed, ing position of the Canadian Home Journal 
that they can now rent but it issues regular monthly supplements among leading Canadian magazines * is 
—= two room apartments with to its members which offer a valuable tie- sustained by an editorial vigour which 
—s serving pantries and re- up for the advertiser ... consistently holds a pcre —— 5. 
i frigeration for as little as The Beauty Editor, Eva Nagel Wolf, writes high pitch. A circulation equal to 2,400,¢ 
erri- : : : on the base of the American population 
anal $115.00 a month includ- with a sure informal touch based on her eee tae 
years’ ing full hotel service at long experience. We arrange that she shall P ° ber i ? 
ustrial The Winth | } spend much of her time in New York, Have you seen the Septem r issue? A 
er oF ee oe 2 so that her material may be up-to-the- postcard to Toronto is enough. 
is ter across the street from 
Best your offices. Last fall 95% 
eon of these apartments were 
snes rented. We expect 100% 
occupancy this year and ANAD 
recommend early inspec- 
. tion if any of your staff 
plan to live at 47th St. OURNAL 
and Lexington Avenue. : ‘ . 
n- Canada’s National Women’s Magazine 
tn Tell them to see ” 
*Year after year, for many years, CANADIAN HOME JOURNAL has led all 
other national magazines in Canada in advertising lineage per issue. Such con- 
Edwin R. McGary, sistent recognition comes only when earned! Every issue guaranteed 200,000 net 
paid A.B.C. Published monthly by Consolidated Press Limited, Toronto, Canada. 
Manager New York Office, 475 Fifth Avenue. 
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(Continued from Page 1) 
in it,” the professor 


petitive products. 


' A Complete Publication Data 
File will be furnished on 
request. 
Penton Bldg. 


ards of advertising increase.” 


Cleveland 


ment. 


nook and hamlet of the 
States. 
much to expect... . 


Government Must Do Job 
A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 
Telephone Calumet 7200 


form and permanent. 
however, 


government.” 


DRUG BILL WILL 
AID ADVERTISING, 
TUGWELL ASSERTS 


continued. 
“Manufacturers of legitimate prod- 
ucts will be able to place their prod- 
ucts before the public without fear 
of ruthless, uncontrolled competition 
in the form of silly claims for com- 
In the long run, 
therefore, publishers and broadcast- 
ers should increase rather than de- 
crease their revenues as the stand- 


Pointing out that advertisers, pub- 
lishers, radio station operators and 
other advertising interests recognize 
the need for cleansing advertising 
copy, but have often been prevented 
from taking effective action because 
they could not control the action of 
others, Prof. Tugwell declared that 
the task can be accomplished only by 
a partnership of business and govern- 


“I wish it were possible,” he said, 
“for advertisers, agencies, publishers, 
and broadcasters themselves to clean 
up the advertising business in every 
United 
Unfortunately that is far too 


“Patently, no privately organized 
group can regulate this whole field 
and give anything approaching a 
high degree of consumer protection. 
Physical limitations alone are too 
great, to say nothing of the impos- 
sibility of private enterprise man- 
aging a system of control that is 
completely unbiased, scientific, uni- 
I am certain, 
that this very situation 
presents an opportunity for effective 
cooperation between industry and 


While acknowledging the action of 
such groups within advertising as 


| DoING ONE JOB WELL 


The reward for concentration comes 
in the form of ability to accomplish 
that one thing better than your neigh- 
bor ... For fourteen years Fisher 
Installed Displays have predominated 
the point of sale outlets in Chicago. . . 
We have .. . over this long period of 
years . . . exerted every possible effort 
to give to the national advertiser a 
greater return for his dollar . . . and 
at the same time have devoted our 
entire thought and energy to the in- 
stallation of displays exclusively . . . 
We call this “DOING ONE JOB 
WELL” . . . Should you be inter- 
ested in doing a job well in Chicago 
. . . Fisher will welcome the oppor- 


tunity of serving you. 


All quotations are made and all orders 
are‘accepted om ee to any governmental 
action by which they may be affected. 


FISHER DISPLAY SERVICE, INC. 
560 WEST LAKE STREET 
CHICAGO --- ILLINOIS 


the Advertising Review Committee, 
Better Business Bureau, etc., in set- 
ting standards for advertising copy, 
Prof. Tugwell does not believe that 
such action can accomplish the whole 
task. 

“I know that most publishers and 
broadcasters are willing to sacrifice 
a few dollars—and often do—in the 
interest of public health,” he de- 
clared. “But what a hundred or 
even ten hundred publishers do will 
not solve the problem. At present a 
chiseling minority too often defeats 
the constructive efforts of the ma- 
jority. 

“Under these circumstances we 
need the centralizing power of the 
government which will enable the 
majority to do collectively what they 
cannot do individually. 

“We need the kind of agreement 
between the majority and the fed- 
eral government that will give con- 
sumers real protection, and _ that 
will put an end to the illusory pro- 
tection of the present inadequate 
law. 

Describes Action of Bill 


“The revised food and drugs bill 
before congress will, when passed, 
give that protection. It places re- 
sponsibility where responsibility be- 
longs—on the shoulders of manufac- 
turers or persons placing the adver- 
tising. It requires publishers and 
broadcasters to supply the names and 
addresses of those placing advertise- 
ments, but it does not hold them li- 
able, further than this. - Neither does 
the revised bill require, as so many 
have supposed, that the Department 
of Agriculture is to become a high- 
powered censor, requiring that all ad- 
vertising copy be submitted in ad- 
vance. 

“IT have heard that some publish- 
ers and broadcasters feel that the 
present language of the bill would 
authorize the department to prose- 
cute an advertising medium should 
the department elect not to request 
the names and addresses of. those 
placing the advertising. While the 
language may perhaps be open to 
this interpretation, that is not the 
department’s intent. We shall see 
to it that the text is so corrected 
as to remove all ambiguity. 

“T am convinced that with the De- 
partment of Agriculture possessing 
the authority this bill contains, pub- 
lishers, and broadcasters, advertising 
agencies, and all their associations 
can do most of the actual policing. 
They can strengthen their own codes 
of fair practices and enforce those 
codes. If self-regulation falls down 
in any instance, the club can be 
taken from behind the door in the 
Department of Agriculture and 
wielded effectively against the per- 
son violating the code. This would 
be real cooperation between govern- 
ment and industry.” 


“Trade Puffing” Allowed 


After briefiy reviewing the salient 
features of the proposed new law, 
which were reported in detail in the 
June 10 issue of ADVERTISING AGE, 
Prof. Tugwell turned to a discussion 
of its administration. 

“Many persons who are in full 
sympathy with the purpose of these 
provisions, who, in fact, want con- 
sumers to have increased protection, 
are fearful that the authority 
granted is too sweeping,” he re- 
vealed. “Manufacturers think they 
may be subject to the whims of bu- 
reaucrats. I think I can dispel some 
of these notions. 

“Whatever the wording of a law 
or the desires of the lawmaker, the 
community’s standards of good con- 
duct or of fair practice inevitably de- 
termine the maximum level of law 
enforcement. There is abundant evi- 
dence that the public wants fraudu- 
lent and misleading advertising 
cleaned out of the press. There is 
not much evidence, so far as I know, 
that the public objects to a little 
prideful boasting on the part of the 
manufacturer. In fact, the Supreme 
Court of the United States finds noth- 
ing illegal in ‘trade puffing.’ That is 
simply the advertiser’s poetic li- 
cense. 

“At the same time there is every 
reason to have a law sufficiently 
broad and fiexible to make possible 
the conviction of those offenders 
whose conduct has fallen below the 
standards consumers demand.” 


—. 
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Annual Exhibit 
Of Outdoor Art 
Opens Oct. 19 


Chicago, Sept. 14.—The fourth an- 
nual exhibit of outdoor advertising 
art will be held in this city Oct. 19 
to Nov. 1, the outdoor advertising 
art exhibit committee of the Chicago 
Advertising Council announced this 
week. The galleries of Marshall 
Field & Co. will be the scene. 

“To this exhibit, which is national 
in scope,” said the announcement, 
“artists, advertisers, lithographers, 
specialized outdoor agenties and ad- 
vertising agencies are invited to sub- 
mit original paintings used in poster 
or paint display reproductions. 

“In order that the exhibit may be 
widely representative, advertisers and 
artists are invited not only to submit 
entries, but also to call the attention 
of the committee to work of others 
deserving consideration.” 

The jury of awards is made up of 
Lee Bristol, Association of National 
Advertisers; W. C. D’Arcy, American 
Association of Advertising Agencies; 
Rufus C. Dawes, A Century of Prog- 
ress; Henry T. Ewald, National Out- 
door Advertising Bureau; Gilbert T. 


DON’T JUST HOPE—BE SURE 


that your catalogue is on file in 13,000 
active offices of architects, engineers 
and general contractors by distribut- 
ing it in the Sweet's file. 


SWEET’S CATALOGUE SERVICE 
Division of F.W. Dodge Corporation 
119 WEST 40th STREET, NEW YORK 


BAKING 


THE BILLION AND 
ONE QUARTER 
DOLLAR INDUSTRY 


This—the second largest food industry is a 
live and growing market. If you have a 
product bakers can profitably use and you 


are not selling them, you are passing up 
Hodges, Advertising Federation of a most lucrative market. 
America; Turner Jones, Coca-Cola The revised data folder ‘“‘Baking Industry 


Facts and Figures’’ will not only aid you 
to get a good picture of the industry, but 
it is most interesting as well. Write to- 
day for your copy. 


BAKERSHELPER 


“ER MAGAZINE 7 BAKERY PRACTICE =] MANAGEMENT 
Helping Bakers Since 1887 
330 S. Wells St. Chicago, Ill, 


Company; Col. Frank Knox, Chicago 
Daily News; Andrew Loomis and 
Walter Whitehead, artists; Trow- 
bridge Marston, Lithographers Na- 
tional Association. 


Lincoln Club Has Contest 


The Lincoln, Nebr., Advertising 
Club at its meeting this week made 
plans to select the best Lincoln pro- 
duced advertisement each month and 
award a grand champion prize at 
the end of the year. 


W. J. Parrett Dies 


W. J. Parrett, publisher of the 
Commercial-News, Danville, Ill., died 
at the Union League Club, Chicago, 
Sept. 12. Mr. Parrett had been con- 
nected with the Commercial-News for 
35 years. He was 58 years old. 


Have you life insurance 


- - to cover the mortgage on your house so that your — 
wife and children will not have to pay it if you 
do not live long enough to clear the debt yourself? 


- - to give your family an income or to help put 
your children through college, if you should not be 
here to do it? 


- - to provide for your old age, should you be forced 
to retire from business or suffer losses on property 
or other investments? 


- - to cover inheritance taxes? If you haven’t an 
estate on which to pay an inheritance tax, have you 
a life insurance estate which you can leave clear 
and free from such taxes? 


If you are protected against these contingencies, your mind 
is free from worry; you have made yourself and your 
. family secure. You are financially independent. 


LIFE INSURANCE COMPA 


OF BOSTON, MASSACHUSETTS 


Joun Hancock Inquiry Bureau, 197 Clarendon Street, Boston, Mass. 


Please send me information on how to be financially independent 
through life insurance. 


Name 


Street and No 


City State 


A.A. 9-33 
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ADVERTISING AGE 


What About 


Sales Recovery? & 


The World's Fair Convention 
and International Sales Confer- 


ence of the Direct Mail Adver- | 
. Chicago, September 27-29, Will Answer 


tising Association 


_A TYPICAL VIEW OF A D. M. A. A. EXHIBIT AND BUSINESS SHOW 


This Question Through Nationally Known Business Leaders and 
Spokesmen for the National Recovery Administration. 


NO ORDINARY CONVENTION WILL DO THIS YEAR 


Business faces momentous events—new tasks, new 
duties, new risks. NRA widely increases the scope 
and profundity of business, forces a new alignment 
with social and economic trends, offers new business 
possibilities, as well as imposes new limitations. Never 
before has our nation faced a situation comparable to 
the present endeavor. Nothing 1 in our business past 
has taxed business talent in anything like the same 
degree. 


AN ANALYZING AND PLANNING 
CONFERENCE 


The new departures and procedures make clear 
the need of business men being fully informed—alert 
to the changes in the making. Business jobs take on 
new magnitude. A new understanding is called for. 
Executives diligently scan the horizon to glimpse what 
is coming, to seek first indications of future fields of 
rewards, to get proper sales perspective, to vision the 
economic curve before it is drawn. 


THIS IS A BUSINESS CONVENTION 


Distinctly a business convention, the 16th Annual 
Conference of the D. M. A. A. will focus on “HOW 
GOODS CAN BE SOLD, NOW,’”—“HOW MAN- 
UFACTURERS CAN FORGE AHEAD ON 
THE BUSINESS UPTURN THROUGH SELEC- 
TIVE SELLING,’—‘HOW PLANNED MER- 
CHANDISING AND DIRECT MAIL STRAT- 
EGY CAN RE-CREATE PROFITS. 


The Convention will do some pretty dispassionate 
facing of the facts—will point the road ahead—will 
deal with your problems as affected by NRA—will be 
both thoughtful and exciting. 


. we se 


~ Are ideas the things you need? Is your business 


seeking Sales Sources? Can Recovery Plans and data 


help. your A broad range of usable and stimulating 
ideas, marketing data and planned selling strategies 
will be presented by business leaders and experts. Will 
you come? 


COMBINE BUSINESS with PLEASURE 


Attend the World's Fair Visit The World's Fair 
Convention Century of Progress 
of Exposition 


Advertising and Selling (85 miles of Exhibits) 
Take In Both Events—At One Cost 


Make Hotel Reservations—Chicago Accommodations 


Scarce 


Guests of D, M. A. A. are assured 
of accommodations at Hotel ‘Sher- 
man, Convention headquarters, by 
pe Registration Fee ved 
$5.00. Registration receipt will z ‘ 
sent you accompanied by Son res- tion Fee to Direct Mail 
ervation. Sherman Hotel rates C H d 
$3.00 to $6.00 single rooms—double i sn 
$4.50 to $10.00. Railroad rates onvention ee 
about $4.80 for round trip for every 
hundred miles. Specify your needs 
and forward your registration fee ‘ 
today to Direct Mail Convention Chicago 
— Hotel Sherman, 


SATURDAY, SEPT. 30th 


Forward Your Resiniia: 


ters, Hotel Sherman, 


_D.M.A.A. DAY AT A CENTURY OF PROGRESS 
DIRECT MAIL ADVERTISING ASSOCIATION — 16TH ANNUAL CONFERENCE 
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ADVERTISING AGE 


September 16, 1 03 


PHOTOGRAPHIC 
REVIEW OF THE 
EEK 


VANITY FAIR'S BEAUTY AND BEAST 


The appeal of feminine perfection and canine personality were skill- 

fully blended by Wesley Associates, New York, in this new ledge 

poster for Vanity Fair sik Mills, Reading, Pa. The reinforced appeal 

serves the purpose of attracting attention to two new Lastex items 
in the hosiery and “helpful underwear" lines. 


A REALLY BIG JOB FOR BAY WEST TOWELS 


One of a series of unusual photographs being used in current maga- 
zine advertising of Bay West Dubltowls, in which the company 
guarantees that one Dubltowl is all that is needed to dry two hands 
of ordinary size. Klau-Van Pietersom-Dunlap Associates, Milwaukee, 
is the agency, and Underwood & Underwood made the illustration. 


WINDOWS HELP TO INTRODUCE NEW SMOKERS' GADGET 


National Automatic Container Corporation, which has just started a newspaper campaign in New 


York for Pakutter, a new device which opens a package of cigarettes and keeps them in good c 


dition, demands that this standard full window disp lay be instal 


ISSUES WARNING 


YOUR INSIGNIA 
CAN BE A LIABILITY 
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THE BRUNSWICK-BALKE-COLLENDER CO. 


Brunswick-Balke-Collender Company, 
Chicago, maker of bar fixtures, is 
using brewing papers to point out 
to brewers that their best beer may 
be ruined, so far as the consumer is 
concerned, if the service isn't right. 


JOINS AGENCY 


Marion C. Harper, who has left 
General Foods Corporation to be- 
come a partner in the Blackman 
Company, New York. He will de- 
vote much of his time to the vari- 
ous Procter & Gamble accounts 
handled by the agency. 


SUMMER "SNOWBALLS" TELL SALES STORY 


Photographs like this are being used by Kellogg Company in pro 
motional matter so that dealers may pleasantly and easily grasp im 
portant facts about caffeine. The "snowballs" are made of the drug 
extracted from coffee beans used in making Kaffee Hag. 


COD LIVER OIL IN BABY'S MILK 


led by all dealers handling the produch 
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Counter display for Dean's Vitamin D Evaporated Milk, new product 
for which an intensive newspaper and outdoor campaign has been 
begun in Chicago. (Story on Page 16.) 
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